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“The flying family” of Hutchin- 
sons is broadcasting for Cocomalt. 
The little girls doubtless tell how 
health is promoted through copious 
draughts of Cocomalt and _ ice-cold 
sea-water. 


7 3 9 


From $10,000,000 to $15,000,000 
worth of beer advertising is prom- 
ised if the Volstead act is amended. 
And if that happens, a lot of adver- 
tising men will switch from beer to 
champagne. 

vvwy 


0. C. Harn remarks on the strange 
™case of the publisher of a big wom- 
en’s magazine who is still a bach- 
elor. Maybe he knows too much 
about ’em. 

7s 2 


There are enough men wearing 
Paris garters to elect the next presi- 
dent, but the question worrying the 
campaign managers is, will they? 


-_ = - 


William H. Hodge says that adver- 
tising has reached the delirium tre- 
mens stage. That’s a mistake—it’s 
already exhibiting the morning-after 

symptoms. 


s + F 


“Who’s Who in America,” it seems, 
doesn’t pay much attention to a 
mere advertising man, but if he be- 
comes president of the horseshoe 
pitchers’ association, or otherwise 
distinguishes himself, the magic por- 
tals promptly swing open. 


~ FF 


Dr. Morris Fishbein says there’s 
a connection between the 17,000 en- 
dorsements received by Lucky Strikes 
from physicians, and the 17,000 car- 
tons of cigarettes received by physi- 
cians from Lucky Strikes. Any way 
you figure it, medical endorsements 
now seem to be within the reach 
of all. 


,? te? 


Radio is a great educator. For ex- 
ample, during the past few weeks 
the politicians have been tipping off 
the public to the fact that the way 
to pronounce “quote” is “kote.” 
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An advertising agent says that it’s 
a good thing for advertisers to 
switch their accounts once in a 
while, and, believe it or not, this 


agent has some mighty good accounts 
himself. 


a a 
“What a fool he is!” 
“Isn’t he a fool?” 
Make up your mind, Ipana. 
v v Vv 
“Now every man can smoke a 
Dipe.” 
Provided only that his wife likes 
a husband who smokes a pipe. 
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Squibb Liquid Petrolatum is also 
called Squibb-oll, but probably, as 
Ogden Nash would say, that’s merely 
&@ quibb-oll, 
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A research man says that radio 
manufacturers are featuring midgets, 
although public demand for that type 
of unit is only 20 per cent. Maybe 
the radio people are trying to make 
their merchandise coincide with their 
advertising appropriations. 

~~ y  ' > 

Henry Ford jumped successfully 
from four to eight, and sees no rea- 
Son why Herbert Hoover shouldn’t 
do the same thing. 

; Cory Cus. 


0. A.A. TO HEAR 
DISCUSSION OF 
HARVARD STUDY 


42nd Annual Meeting to Get 
Under Way Monday 


French Lick, Ind., Oct. 20.—A rad- 
ically different type of convention 
program will be presented to mem- 
bers attending the meeting of Out- 
door Advertising Association of 
America, Inc., which will open its 
42nd annual convention here Mon- 
day. > 

A minimum of formal speakers— 
only two to a session—and a max- 


George W. Kleiser, president, 


imum allowance of time for informal 
discussion from the floor will fea- 
ture the conference, which for the 
first time will be broken up accord- 
ing to the divisions of the associa- 
tion, with sessions devoted to busi- 
ness development, legal and legis- 
lative, educational and plant develop- 
ment topics. There will also be a 
session on national sales. 

Report of the Harvard Research 
on the relation of trade and traffic, 
which will be presented Wednesday 
by Dr. Miller McClintock, director 
of the Albert Russel Erskine Bureau 
for Street Traffic Research, Harvard 
University, and A. R. Burnett, Ers- 
kine Research Fellow, is expected to 
be one of the highlights of the con- 
ference. 

This study of outdoor advertising, 
which was decided upon at last 
year’s conference in Detroit, has 
been financed jointly by O. A. A. 
and Association of National Adver- 
tisers. 

The convention will open Monday 
with a meeting of the national direc- 
tors. Reports of officers and elec- 
tion of the new president by the 
national directors will take place at 
the opening general session Tuesday, 
at which George W. Kleiser, presi- 
dent, Foster & Kleiser Company, 
San Francisco, and president, O. 
A. A., will present the 1933 program 
of the association. 


Present Harvard Report 


P. L. Michael, president, Houston 
Poster Advertising Company, Hous- 
ton, Tex., and vice-president, O. 
A. A., will preside at the Wednesday 
morning session, at which the Har- 

(Continued on Page 15) 


Quarterly Reports Opposed; 
Agency System Defended 


Rubicam Calls Present Sys- 
tem Best for Everyone 
Concerned 


Chicago, Oct. 20.—Raymond Rubi- 
cam, president of Young & Rubicam, 
Inc., New York advertising agency, 
made aé_ spirited defense of the 
agency system, including the com- 
mission basis of compensation, in an 
address before the Chicago Adver- 
tising Council at the Stevens Hotel 
today. 

The luncheon was held in honor of 
the directors of the Audit Bureau of 
Circulations, holding its annual con- 
vention in Chicago. Other guests 
were Lee Bristol, Bristol-Myers Com- 
pany, New York, president of the 
A. N. A.; Henry T. Ewald, Campbell- 
Ewald Company, Detroit, chairman 
of the American Association of Ad- 
vertising Agencies, John Benson, its 
president, and F. R. Gamble, secre- 
tary; Gilbert T. Hodges, New York 
Sun, chairman, and Edgar Kobak, 
McGraw-Hill Publishing Company, 
New York, president, Advertising 
Federation of America. 

Mr. Rubicam reviewed the history 
of the agency business, and con- 
tended that it has been developed 
on its present basis in order to in- 
sure proper service to the adver- 
tiser, and to make advertising pay 
him. He recalled the early days of 
the business, when neither rates nor 
methods of compensation were 
standardized, and said that a fee 
method of compensation would mean 
a return to the system of individual 
barter employed in those days. 


Work on Behalf of Field 


The present commission system, 
he insisted, not only provides the 
best and most skilled service to the 
advertiser, thus reducing to the 


RE-ELECTED PRESIDENT 


P. L. Thomson 


minimum the risks involved in ad- 
vertising, but also enables work in 
behalf of the field as a whole to be 
carried on, which could not be pro- 
vided for any individual advertiser 
on a fee basis. 

“The agency system as it exists 
today,” he said, “is best for the ad- 
vertiser and the publisher, as well 
as for the agency. We should be 
proud of the contributions which this 
system is responsible for, in making 
advertising pay the advertiser. The 
system itself, as well as the mem- 
bers of the agency business, de- 
serves credit. 

“The first advertising agencies 
were little more than sellers of 

(Continued on Page 12) 


Last Minute News Flashes 


A. F. A. to Encourage Local Competitions 
Chicago, Oct. 21—The board of directors of Advertising Federation of 
America meeting here today appointed a committee headed by G. Ray 
Schaeffer, advertising manager, Marshall Field & Co., to develop stand- 
ardized methods of conducting advertising exhibits under the sponsorship 
of local clubs which may be used as the basis for a national competition 


each year in the advertising field. 


The board also approved plans for an advertising exhibit at A Century 


of Progress in Chicago in 1933. 


It will supervise an educational exhibit 


of advertising in collaboration with the Four A’s and the A. N. A. 


Northern Paper to Young & Rubicam 
Green Bay, Wis., Oct. 21—-The account of Northern Paper Mills, 
“Northern Tissue,” has been placed with the Chicago office of Young & 


Rubicam, effective Jan. 1. 


Lithographers Plan to Advertise 
New York, Oct. 21—Meeting last night, Eastern Lithographers’ Asso- 
ciation elected Charles W. Frazier, Brett Lithographing Co., president; 
Morris M. Einson, Einson-Freeman Co., vice-president; H. H. Platt, Sack- 
ett & Wilhelms, secretary; and M. P. Thwaite, Dennison & Sons, treas- 


urer. 


The association voted approval of its advertising campaign and asked 


the national association to co-operate in increasing its scope. 


The east- 


ern publicity committee is composed of Mr. Einson, Trowbridge Marston, 
Kaumagraph Co., and Stewart Powers, W. F. Powers Co., all of New York. 


“Food Trade News” Announced 
New York, Oct. 21.—Aglar Cook, Topics Publishing Company, pub- 
lisher of Drug Trade News, announced today plans for the publication 
of Food Trade News as a newspaper for the food industry. 


A. B. G. Defers Action, But 
Expresses Sympathy 
With Idea 


Chicago, Oct. 21.—The proposal to 
issue A.B.C. publishers’ statements 
quarterly, to meet recent demands 
of national advertisers and agencies 
for more up-to-date circulation infor- 
mation, met with considerable oppo- 
sition at the convention of the Audit 
Bureau of Circulations, held yester- 
day and today at the Stevens Hotel. 

However, a resolution was adopted 
at the final session this mogning ex- 
pressing sympathy with the idea, re- 
ferring discussion of the method 
back to the board of directors, and 
providing for submission of any plan 
agreed on to the entire membership 
before putting it into effect. 

Efforts to provide a change in 
newspaper circulation statements, in 
order to show the distribution of pre- 
mium circulation in more detail, and 
to separate circulation influenced by 
insurance policies from other induce- 
ment offers, also failed of immediate 
action, as the newspaper division re- 
ferred the proposal back to “the 
board of directors. 

Philip L. Thomson, Western Elec- 
tric Company, New York, who has 
been president of the A.B.C. for 
the past five years, was re-elected 
by the board of directors, which met 
immediately after the adjournment 
of the convention. Ralph Starr But- 
ler, General Foods Corporation, New 
York, was chosen third vice-presi- 
dent, succeeding David B. Plum, 
Troy Record, who is retiring from 
the board. 


Others Re-elected 


The other officers, including Fred 
R. Davis, General Electric Company, 
Schenectady, N. Y., vice-president; 
S. R. Latshaw, Butterick Publishing 
Company, New York, second vice- 
president; Thomas F. Driscoll, Ar- 
mour & Co., Chicago, secretary; E. 
R. Shaw, Power Plant Engineering, 
Chicago, treasurer, and O. C. Harn, 
managing director, were re-elected. 

Other retiring directors are H. A. 
Sprague, St. Joseph News-Press, St. 
Joseph, Mo.; C. F. Goldthwaite, Cana- 
dian National Railways, Montreal, 
Can.; Arthur H. Ogle, Bauer & 
Black, Chicago; and J. A. Dickson, 
Mitchell, Faust, Dickson & Wieland, 
Inc., Chicago. A resolution of appre- 
ciation of their services was adopted. 

Directors elected by the A.B.C. 
were as follows: 

Advertiser division: W. H. James, 
Hudson Motor Car Company, De- 
troit; Ralph Starr Butler, General 
Foods Corporation, New York; Don- 
ald Douglas, Quaker Oats Company, 
Chicago; William A. Hart, E. I. du- 
Pont de Nemours & Co., Wilmington, 
Del.; L. B. Jones, Eastman Kodak 
Company, Rochester, N. Y.; L. R. 
Greene, Tucketts, Ltd., Hamilton, 
Ont.; Ralph F. Rogan, Procter & 
Gamble Company, Cincinnati, O. Mr. 
Douglas and Mr. Greene are new 
members of the board. 

Advertising agency division: W. 
C. D’Arcy, D’Arcy Advertising Com- 
pany, St. Louis. 

Newspaper division: William F. 
Schmick, Baltimore Sun; Walter 
Dear, Jersey Journal, Jersey City, 
N. J. 

Magazine division; 


F. W. Stone, 
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ADVERTISING AGE 


October 22, 1932 


Parents’ Magazine, New York. 

Farm paper division: Marco Mor- 
row, Capper Farm Press, Topeka, 
Kan. 

Business paper division: for two 
years, Mason Britton, McGraw-Hill 
Publishing Company, New York. 

Divisional committees were chosen 
as follows: 

Newspapers: E. K. Gaylord, Okla- 
homan and Times, Oklahoma City, 
chairman; Hugh A. O’Donnell, New 
York Times; William F. Rogers, 
Boston Transcript; A. W. Shipton, 
Illinois State Journal, Springfield; 
David B. Plum, Troy Record, Troy, 
| > A 

Farm papers: P. E. Ward, Farm 
Journal, Philadelphia; P. D. Mitchell, 
Farmers’ Advocate and Home Maga- 
zine, London, Ont.; W. G. Campbell, 
Farmers’ Guide, Huntington, Ind.; 
Dante M. Pierce, Wisconsin Agricul- 
turist and Farmer, Racine, Wis.; 
Benjamin Allen, Country Gentleman, 
Philadelphia. 

Advertising agencies: E. H. Cum- 
mings, J. Walter Thompson Com- 
pany, New York; Frank M. Law- 
rence, Batten, Barton, Durstine & 
Osborn, Inc., New York; E. Ross 
Gamble, Erwin, Wasey & Co., Chi- 
cago, and A. W. Sherer, Lord & 
Thomas, Chicago. 


Text of Resolutions 
The resolution on the subject of 


more frequent circulation reports. as 


proposed by Mr. Butler, chairman of 
the resolutions committee, and 
adopted with little opposition, was 
as follows: 

“The members of the Audit Bureau 
of Circulations, in convention assem- 
bled, recommend to the board of di- 
rectors: 


“1. That the directors give sympa- 
thetic consideration to the adver- 
tisers’ and agencies’ request for more 
frequent circulation information; 

“2. That the directors make every 
effort to satisfy this request by 
means which will provide the buying 
groups with a maximum of informa- 
tion they desire and with a minimum 
of expense and inconvenience to the 
publishers; 

“3. That any interim report which 
may be devised shall be in abridged 
form and shall require only informa- 
tion necessary to show changes in 
circulation conditions; 

“4. That any procedure proposed 
by the directors to furnish more 
frequent information be submitted to 
the membership for a mail vote be- 
fore it is put into effect.” 

Many expressions of opposition to 
quarterly statements were made in 
the newspaper divisional meeting 
yesterday afternoon. Mr. Butler ap 
peared to present the viewpoint of 
advertisers and agencies, and said 
that the request for action on the 
change had been withdrawn, but 


WORK IS PRAISED 


O. C. Harn, managing director, 


e We ° 


urged that a resolution expressing 
sympathy with the idea be adopted 
for reference to the board of direc- 
tors, and after considerable discus- 
sion this action was taken. 


The business paper division voted 
specifically against the change, and 


Ome 


publications 
are edited to 
be looked at 


THE BUSINES S 
WEEK is edited 


to be read... 


and is 


urged that if it were adopted, the 
business press be exempted. The 
magazines expressed the opinion 
that the present statements are ade- 
quate, but agreed to issue some sort 
of supplementary estimates if de- 
sired. The farm papers acceded to 
the request, with the suggestion that 
supplementary statements be issued 
in simplified form. 


Referred to Board 


F. R. Gamble, secretary of the 
Four A’s, appeared before the news- 
paper divisional meeting in support 
of the new newspaper form, but this, 
as well as the proposal to extend the 
period within which subscriptions in 
arrears may be counted as paid cir- 
culation from three to six months, 
was referred back to the board of 
directors. 

The magazine division recom- 
mended that there be no change 
made in the present method of show- 
ing bulk sales. 

The report of E. R. Shaw, treas- 
urer, showed the A.B.C. to be in 
excellent, financial condition, with a 
balance at the end of the fiscal year, 
August 31, 1932, of $45,797.36. Hence 
the discussion of financial problems, 
which was a feature of the 1931 
meeting, was unnecessary at this 
convention, and O. C. Harn, manag- 
ing director, and his associates were 
congratulated on their fine showing. 

In his annual report at the open- 
ing general session Mr. Thomson 
pointed with pride to an operating 
balance of $36,796 for the year end- 
ing Aug. 31, 1932, after allowing a 
rebate of ten per cent upon mem- 
bers’ dues for the last quarter. This 
compares with a deficit of $53,968 for 
the previous year. 

As expected, memberships in all 
classes showed a loss for the year 
totaling 112, or 5.7 per cent. The 
total membership now is 1,838. 

Ways and means of increasing the 
advertiser membership of the Bureau 
were given a prominent place in his 
report, one of the most interesting 
of which was the suggestion of a 
newspaper member that the A. B. C. 
issue an official circulation digest at 
frequent intervals, which would be 
so important to buyers that addi- 
tional memberships in this class 
might be secured. 


Plan Deserves Study 


“If this plan provides a means of 
widely increasing advertiser mem- 
bership in the Bureau, it is worthy 
of study,” Mr. Thomson said, “be- 
cause the present basis of member- 
ship is certainly not satisfactory. 
The theory that the advertiser mem- 
bership of the Bureau ought to be 
made up of a great many firms each 
paying a nominal amount seems to 
me to be sound. Before long I hope 
that we shall reach a period of suffi- 
ciently normal conditions when this 
question of the dues structure for 
all classes of members can be 
worked out. The present is not the 
time.” 

Reviewing the change in policy 
with reference to outside investiga- 
tions which was made early this 
year, under which the specific facts 
upon which deductions are to be 
based are made available to pub- 
lishers, Mr. Thomson said that the 
new system has eliminated much 
controversy between publishers and 
the Bureau. 

In this respect it has been aided 
materially by the new policy, under 
which outside investigations are 
made only when a definite amount 
of inflation is stipulated by the com- 
plainant. The Bureau then investi- 
gates only the paper accused, in- 
stead of all publications in the city. 
If the charges are substantiated, the 
accused publication bears the entire 
cost of the investigation; if not, the 
accuser is charged with these costs. 


Large Volume of Work 


The volume of work done last year 
was the largest in the history of the 
Bureau, Mr. Thomson reported. A 
total of 1,695 audits was made, a 
gain of 70 over last year, and 1,764 
audits were released, a gain of 241 
over the previous year. At the close 
of the year only 180 audits were due, 
compared with 325 last year. The 
regular staff of auditors has been in- 
creased to 58, but for about ten 
months none have been in training. 

Mr. Thomson reported much inter-. 


— 
——- 


est in the newly organized audit 
bureaus in England and Australia, 
The Audit Bureau of Circulations ip 
England has enjoyed a_ steady 
growth, he said, and now has a total] 
membership of 293. 

“No report of the organization’s 
activities in this trying year would 
be complete without recording the 
Board’s appreciation for the ener. 
getic and intelligent administration 
of the Bureau’s affairs by Mr. Harn 
and the faithful service accorded by 
his efficient staff,” he concluded. 

Hon. S. R. McKelvie, editor and 
publisher, Nebraska Farmer, Lin- 
coln, told the session that too many 
advertisers are pyramiding their ef. 
forts in urban communities while 
neglecting the rural and farm mar- 
ket entirely, although 52 per cent of 
the population lives in and around 
towns of 10,000 or less. 

Pointing out that 80 per cent of 
all counties in the United States 
have no city with more than 10,000 
population, he said that profitable 
volume in the rural markets can be 
built up for branded merchandise if 
advertisers will “use a sales mes- 
sage without bunk.” Despite all the 
jokes about hayseeds, he asserted, 
the gold-brick sellers and confidence 
men find wider fields for their pecu- 
liar talents among large city dwell- 
ers than anywhere else. 

He cautioned advertisers against 
depending upon the same sales ap- 
peals in rural sections which work 
in urban centers; farmers are inde- 
pendent, and not susceptible to mass 
appeal or collective action. 


Urges Simplified Forms 


A. C. Pearson, president, National 
Publishers’ Association, and chair- 
man of the board, United Business 
Publishers, New York, presented 
“the publisher’s angle” on the ques- 
tion of more frequent publishers’ 
statements, which was discussed at 
the meeting. He urged that no addi- 
tional burdens be placed on pub- 
lishers at the present time, and sug- 
gested simplification of the A. B. C. 
forms, and elimination of the many 
unnecessary items. 

Blaming the competitive spirit of 
publishers for building up more and 
more complicated forms, he said: 
“It seems to me that it is high time 
for us to get back to first principles, 
determine just what is the necessary 
information, reduce by half the time 
required for an audit and reduce by 
half the details of occupation, circu- 
lation methods, varying prices, etc.” 

If there is any question as to just 
what information is really essential, 
he suggested, a conference of the 
heads of two of the largest com- 
panies doing advertising, two of the 
largest agencies, and two of the larg- 
est publishers would soon straighten 
matters out. 


A. T. Subsidiary Tries 


Out Consignment Plan 


Faber, Coe & Gregg & Co., New 
York tobacco distributor, is reported 
to have established approximately 
1,000 agencies to handle cigars made 
by Henry Clay and Bock & Co., Ltd., 
English subsidiary of American 
Cigar Co., on consignment. American 
Cigar Company is a subsidiary of 
American Tobacco Co. 

If the plan works out it will be 
the first successful application of the 
consignment principle to goods in 
the semi-perishable class. 


Detroit Agency Started 


Stockwell & Marcuse, advertising 
agency, has been formed at First 
National Bank Bldg., Detroit, by 
William H. Stockwell and Philip R. 
Marcuse, formerly with Fecheimer, 
Frank & Spedden, Inc. 


“Tribune” Lists Programs 


Chicago Tribune, which has con: 
fined listings of radio programs to 
its own station, WGN, has broadened 
its policy and is now summarizing 
programs of all Chicago stations. 


Dura Names Sun 


Dura Company, Toledo, automotive 
and refrigerator hardware, has 
placed its account with Sun Adver- 
tising Co., Toledo. 


Has New Edition 


Effective with the December, 1932, 
edition, House Beautiful, New York, 


will publish a New England edition. 
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lit Outdoor Advertising Association of America 
P WOULD INSERT Maxwell Headquarters— 1932 Annual Convention, October 24th 
dy French Lick, Indiana 


“| BONUS CLAUSE 
=| IN GUARANTEE 


on 
Tn 
by Chicago, Oct. 20.—“This associa- 
tion is opposed to the principle of 
nd circulation guarantees unless pro- 
in- vision is made for additional pay- e ss 


ny ment for circulation exceeding the 

ef- guarantee.” 

ile In these words the Newspaper 

ar- Advertising Executives Association, 

of meeting at the Stevens Hotel, made 

ind known its insistence that circulation 
guarantees be made to work both 

of ways. If penalties are to be inflicted 

tes for failure to reach the guarantee, 

000 bonuses should be paid for excess 

ble actually delivered, it was held. 

be This was one of the few resolu- 

> if tions adopted by the newspaper men 

\es- during a busy day. As usual, the 

the meeting took the form of a round 

ed, table on current problems. 

nce On the question of guarantees, the 4 T b N D S be 

cu- newspaper publishers feel they are 

ell- at a disadvantage because the pendu- 
lum has swung only one way here- 

nst tofore. The bonus idea has been 

ap- opposed by agencies and advertisers, . s h N . | 

ork it was said, because it might mean to its many friends among the ationa 

ide- that new demands would be made 

ass on an appropriation which has been - “ " it 
exhausted. The newspapers feel, d hh d | 
however, that such extra payments d vertisers, t el r agen t 5 an sO Ici Ors, 
might be met from rebates delivered i ‘: & 
by publications which have failed to | bb f h A 

- poi the guarantee. and fel Ow = m 2 m ]@ rs (@] t ]@ ssociation, 

ess A majority of newspapers repre- 

ted sented now offer cash discounts in d il d d 

1es- the national field, it was indicated. ana announces an unequalie poster aaver- 

ers’ Few rate changes have been insti- 

| at tuted recently, a poll revealed, rates — ae . 

Be] sgeerenty Roving reecbeds statis tising service in the Trenton area 7 made 

yub- state. 

sug: Sell Space on Comic Page ibl b h a 2 f T 

as 

any An overwhelming majority accept possi e y t e a c g u I s I tio n o renton 
advertising on black and _ white 

: of week-day comic pages, only one or Ad > 2 @ d - , b idi 

waa | two declining such copy. One con- vertising Company and its  sudsidiaries, 

rid: fines advertising to the opposite 

ime page. A few charge position rates . 8 

jes, | for advertising on the comic page. Trenton Poster Advertising Company and 

sary The questionnaire was inspired by 

ime current Wrigley advertising. ane 

by Consensus was that the popularity Trenton Outdoor Advertising Company. 

reu- of circulars and other direct con- 

te.” tacts by advertisers is waning, hav- 

just ing reached flood tide some time 

tial, back. In one instance, every resi- 

the dent of a certain city received six 

om- different broadsides in a_ single 

the morning, it was said. 

arg: It was revealed that the majority 


nti of papers have a rate for motion pic- ATLANTIC CITY ; NEW YORK 
= ture theaters higher than the regu- N. ni The R. C: Maxwell Co. Trenton fee 4 N. Y. 

lar local rate. Political advertising 

carries higher than the national rate. 


™ In one city the rate is twice that of 
e 1 li . ; 

ie) Ser ee asin’ ot cat EXECUTIVE OFFICES: 

rte on, asserti that 

utely ohne “political ‘ ae pare 7 2 5 E A S T S T A T E S T R E E T 


nade radio. 
— Political advertising, though it car- 
ean ries the commission when placed by 
y of an agency, is payable cash in ad- 
vance almost without exception. 
Pe Study Minimum Depths 
s in F, R. Gamble, executive secretary, 
American Association of Advertising 
Agencies, described some of the or- 
d ganization’s work, especially its 
ising study of minimum depths of units 
First accepted by dailies. Standardization 
; along this line would mean less 
ip R. money spent in making special 
imer, Plates and more for space, he said. 
For some time the Four A’s has 
been working on a new newspaper 
ams order form which, when adopted, 
con- will relieve the papers of the ardu- 
is to ous task of reading every contract 
lened carefully in search of special pro- 
izing visions. 
ns. The newspapers, on the other 
hand, might serve the agencies well 
by adopting a standard invoice, it 
otive Was suggested. Under present con- 
has ditions, an agency gets so many bills 
dver- made out according to the viewpoint 
of each publisher that checking them 
is a formidable task. 
The Four A’s is not actively work- 
1932, ing for creation of such a form right 
York, now, having more important projects 


ition. in hand, Mr. Gamble indicated. 
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Measuring Traffic and Trade 


One of the most interesting pieces 
of research work undertaken in the 
advertising field during the past 
year has been the study of the rela- 
tion between traffic and urban trade, 
which has been carried on by the 
Erskine Foundation at Harvard Uni- 
versity under the joint sponsorship 
of the Association of National Ad- 
vertisers and the Outdoor Advertis- 
ing Association of America. 

A report on the progress made in 
the study is expected to be a feature 
of the convention of the outdoor ad- 
vertising interests at French Lick 
Springs, Ind., next week, and it is 
more than likely that some highly 
interesting and significant informa- 
tion will be revealed if the investi- 
gation has progressed to a point 
where general conclusions may be 
drawn. 

It is of course obvious that traf- 
fic, especially motor traffic, bears a 
direct relationship to retail business. 
Transportation is the most impor- 
tant factor in determining both 
where people live and where they 
buy, and the distribution of popula- 
tion has been influenced to a larger 
degree through the general use of 
the motor car, it is probable, than 
any other one factor. 


However, it is not yet entirely 


clear as to how retail buying is in- 
fluenced, particularly as to its dis- 
tribution among various localities. 
There are many sections in which 
motor traffic is heavy, but within 
which, because of zoning regulations 
or for other reasons, there is com- 
paratively little retail trade. It may 
be there potentially, but not actually, 
because of lack of facilities, 

Outdoor advertising companies, 
which have already done a great 
deal of work in this field, have a di- 
rect interest in establishing funda- 
mental principles governing the re- 
lationship of traffic and trade, since 
their establishment will enable out- 
door advertising locations to be se- 
lected with assurance of maximum 
value. And national advertisers, 
who depend on traffic flow maps as 
a guide to the value of their show- 
ings, are equally concerned with the 
outdoor field in having exact prin- 
ciples covering this situation estab- 
lished. 

This is the sort of co-operative 
work which can be carried on to the 
great advantage of all concerned. 
The results of this particular study 
may justify undertaking other proj- 
ects which will throw light into the 
twilight zones of advertising, and 
supply exact facts on which advertis- 
ing programs can be soundly based. 


Two Kinds of Distribution Losses 


More and more manufacturers are 
concluding, as the result of careful 
analyses of their business, that they 
are losing in two directions as the 
result of lack of selectivity in their 
trade work: they are losing directly 
because of the high cost of getting 
much unprofitable business, and they 
are losing indirectly through failure 
to cultivate profitable accounts more 
intensively. 

The high costs of selling are due 
in large measure to attempts to 
maintain a competitive position with 
dealers whose accounts, divided 
among several suppliers, are un- 
profitable to all. Yet many small 
accounts, now a _ source of ac- 
tual loss to the houses selling them, 
would be of some value if they 
concentrated all of their business 
with one source of supply. Competi- 
tors might profitably emphasize this 
fact in their dealings with the trade. 

In their efforts to compete for all 
of the available business, many 
houses—and large companies are 
just as blind in this respect as small 
ones—neglect their most profitable 
customers, giving the same sort of 
casual attention to the big, impor- 
tant buyer that they bestow upon 


the small, unprofitable trade. Rou- 
tine methods are employed, and 
everybody on the list gets the same 
kind and degree of sales effort and 
service. 


The simplest kind of arithmetic 
demonstrates clearly the profit possi- 
bilities of establishing a policy of se- 
lective selling—getting and holding 
and developing profitable accounts, 
and eliminating or restricting the 
expenditure of sales effort and serv- 
ice expense on unprofitable business. 
Yet the fallacy of universal distri- 
bution is still so generally accepted 
that few managements have had the 
courage to make such a computa- 
tion. 


In these days of shrinking profits, 
when management is expected, by 
more efficient methods, to make up 
for sharp reductions in volume, it 
seems evident that better control of 
sales efforts, and more profitable em- 
ployment of men and equipment, may 
supply a large part of the answer. 

Incidentally, it is analyses of this 
kind which demonstrate, more con- 
vincingly that a ton of argument, 
that distribution waste today lies in 
selling to a far greater degree than 
in advertising. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


441. Yes! 


“We were sure the new McCall's 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall’s Magazine. 
“We've read ‘em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de- 
partmentalized” makeup of the pub- 
lication. 


442. Markets by Incomes. 


This is the second volume in the 
series published by Time detailing 
the results of intensive investiga- 
tion of how people in different in- 
come brackets spend their money. 
The study was made in Appleton, 
Wis. This second volume contains 
information on products not covered 
in volume 1, gathered in a new in- 
vestigation, and includes summaries 
indicating the size of the markets 
at different income levels. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four pagé brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market—ex- 
tremely worth while sending for. 


422. The Sex Life of the Spider. 


“Two sexes for the price of one” 
is the theme song of this unusual 
booklet published by Redbook Maga- 
zine. You can’t make sales if you 
sell only one-half of the family, the 
booklet contends, and it proves it in 
an interesting fashion not only with 
the sex life of the spider, but with 
real or alleged incidents in the lives 
of famous couples, starting with 
Adam and Eve and progressing his- 
torically through Samson and Delilah, 
Socrates and Xantippe, Anthony and 
Cleopatra, Ulysses and Calypso, 
Romeo and Juliet, Napoleon and 
Josephine, and Mr. and Mrs. Gleep 
(1932). 


No. 439. Cold Facts About 96,000 
Electric Refrigerators to Be Sold 
in Iowa. 

Des Moines Register and Tribune 
wanted to know how many Iowa fami- 
lies had sufficient purchasing power 
to buy electric refrigeration now, and 
how many of these able-to-buy fami- 
lies desired electric refrigeration 
sufficiently to put them in the mar- 
ket. An investigator ‘called on 361 
families living in wired, one-family 
dwellings in nine cities and towns in 


the state, developing the informa-| 


tion that 78.4 per cent of the wired 
homes did not have electric refrig- 
eration, but that 50.1 per cent of 
these homes had the necessary pur- 
chasing power, and 32.1 per cent in- 
tend to buy this item as the next 
major electric appliance purchase. 
Projecting the survey to cover the 
398,191 wired homes in Iowa, it is 
deduced that at least 150,000 homes 
have the money to purchase electric 
refrigeration, and 96,000 families 
are actually in the market. 


——————. 


THE PROGRAM MAKES A HIT 


—Judge, 
"| asked the warden for a radio in our cell tonight. Lucky Strike is Sead 
casting our stick-up!" 


Voice of the Advertiser 


Results Are What Count, 
George W. Hill Believes 


To the Editor: With reference to 
the study of factors influencing ad- 
vertising costs just begun by James 
W. Young, it has long been our ex- 
perience here that advertising that 
produced results and increased sales, 
regardless of its expense, is inexpen- 
sive. On the other hand, advertis- 
ing that does not increase sales, no 
matter how cheap it may be, is a 
drag on a business. 

That’s all there is to advertising, 
and in our business no committee 
can change that fundamental. 

We doubt if the study of costs is 
of any value unless accompanied 
with it, be considered the factor of 
directly resulting increased sales. 

GEORGE W. HILL, 
President, American Tobacco 
Company, New York. 


Insurance Advertisers 


Express Appreciation 
To the Editor: I have just returned 
to the office after a few days of be- 
lated “vacationing.” Before tackling 
the accumulation on my desk I want 
to thank you, on behalf of the Con- 
ference, for the splendid manner in 
which you covered our convention. 
The completeness of your reports and 
the friendly treatment given to our 
program—both in the General and in 
the Group Sessions—is appreciated 
by all of us more than I can tell you. 
As you know, our registration and, 
what is even more important, the 
attendance at our sessions, was con- 
siderably greater than last year, and 
I am sure this was due in great 
measure to the fine advance publicity 

you gave us. 

STANLEY F. WITHE, 
President, Insurance 
Advertising Conference. 
v v v 


Jones Favors Airing of 


Compensation Question 

To the Editor: I think that the 
committee fostering the study of 
agency compensation is well chosen, 
and I know of no one better equipped 
for a study of agency compensation 
that James W. Young. 

I am very glad that the question 
has been raised; very glad that a 
thorough investigation is to be made. 
I believe that much misunderstand- 
ing exists, and that the Young study, 


more or less instituted by the adver- 
tisers, will clear away these misun- 
derstandings, making it possible for 
the agencies to do even better work 
for the advertisers and get more sat- 
isfaction and profit out of the doing. 
Of course, I do not speak for other 
agency men, but I believe that they 
are all pleased at the prospect of a 
complete airing of the compensation 
question. 
Rarteu H. Jones, 
President, Ralph H. Jones 
Company, Cincinnati. 


-—  -— 
Matteson Expects 


Valuable Results 


To the Editor: I have read of the 
work to be done by James W. Young 
in the matter of studying advertis- 
ing costs. Undoubtedly it will result 
in some valuable recommendations. 

I say this because Mr. Young is 
certainly competent to do an impor- 
tant piece of work like this. 

J. F. MATrreson, 
Matteson-Fogarty-Jordan 
Co., Chicago. 


Cramer Says "Abuses 
May Correct Themselves 


To the Editor: We are of course 
deeply interested in the study of 
agency compensation that Mr. Young 
is to undertake, and feel that it will 
produce data that will be very valu- 
able in bringing about adjustments 
for a better stabilization of the et 
tire situation. A great many abuses 
of the system are directly chargeable 
to the depression and many of them 
will correct themselves when busi- 
ness again operates on a more nor- 
mal foundation. 

F. G. CRAMER, 

President, Cramer-Krasselt Co., 

Milwaukee. 


? » 
Lower Cost Important, 


Is Bronson’s Opinion 

To the Editor: It isn’t quite clear 
in my mind just what type of in 
vestigation the recently organized 
joint committee on advertising costs 
is planning to conduct. 

If it is a joint effort at getting 
the costs of newspaper, outdoor, and 
magazine advertising down, then ! 
most certainly think that the work 
will be of great value. 

Kari H. Bronson, 

Director of Advertising, Graham- 

Paige Motors Corp., Detroit. 


Oc 
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October 22, 1932 


ADVERTISING AGE 


Lit 97 


———— 


Since April 1, 1931 


when it was 


acquired by 


Macfadden Publications Inc., 


Liberty has moved up 
from 13th to 8th place 


Among all magazines in advertising revenue 


| Advertiser: Lucky Strike 
Agency: Lord & Thomas 
Space: Back Cover 
Attention Value: 82% better 
than average page 


BEHIND HIS BACK. .THEY CALLED 
HIM “HAL” psd they sitet eran Mestrinjed) 


Advertiser: Life Savers 
Agency: - & Mitchell, 


Space: Black & White Page 
Aeeation 


1931 


13 magazines leading in 
advertising revenue 


1. Saturday Evening Post 
2. Ladies’ Home Journal 


3. Woman’s Home 
Companion 


4, Good Housekeeping 
5. Collier’s 

6. McCall’s 

7. Delineator 

8. Pictorial Review Pa 
9. True Story 

American 

Literary Digest 
Cosmopolitan 


@ 13. Liberty 


AMERICA’S 
« Best Read Weekly 


1932 
(First 8 Months) 
13 magazines leading in 
advertising revenue 


1. Saturday Evening Post 


. Ladies’ Home Journal 


Value: 70% better 
than average page 


am, 


FIRE-ENGINE POWER 


| Advertiser: Texaco : 
Agency: Hanff-Metzger, Inc. 
Space:  4Color 2nd Cover 
Attention Value: 61% better 
than average page 


2 
3. Good Housekeeping 


4, Woman’s Home 
Companion 


5. Collier’s 
6. McCall’s 


' 7. Delineator 


8. Liberty 
9. True Story 


Liberty Leads Again 
This Week 


Again this week Liberty leads the other 
two weeklies in percent of men and 
women remembering having seen the 
average page ad. For the twenty-three 
surveys to date the winning attention 
value score now stand: 

Against Weekly A, Liberty won 20 
times—Weekly A won 3 times against 
weekly B, Liberty won 22 times— 
Weekly B won 1 time. 


Average Page Advertisement in Liberty 


Per Cent of Extra 
Persons Noting 
er Over 


Ov ‘ 
Second Third 
Ww Weekly 
This Week 5% 52% 
23 weeks 
49% 


to date 15% 
(Average of White surveys) 
Projection of 


‘ 4 Extra Volume of 
10. Literary Digest Pm senses —— 
Sata 
11. Pictorial Review This Week 160,490 332,924 
= — 224,402 258,231 
; (Average of White surveys) 
12. Cosmopolitan 
13. American 
Due to the ad: 
vance in the sale 
ee ie date of Liberty 
im <= CR the issues of 
Ppa = Liberty and 
ree id weekly A u: 
ee ate in these reader 
interest tests 
B Teves Jrere sy eee fae 
MOTOR O14 een week later than 
weekly B. 


Advertiser: Sinclair 


Agency: 
Agency 


Federal Advertising 
2-Color Page 


Advertiser: Philco 
Agency: F. Wallis Armstrong 
Co 


Space: Black & White Page 


Attention Value: 48% better Attention Value: 48% better 


than average page 


than average page 


eZ 


a 


ety 7 


OmMHDw 


LIBERTY 


Weekly A 


OCT. 8 


Weekly B 


OCT. 1 
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ADVERTISING AGE 


October 22, 1932 


CO-OPERATIVE 
COPY ASSAILED 
BY ADVERTISERS 


Chicago, Oct. 19.—Co-operative ad- 
vertising was under fire today at the 
annual meeting of Major Market 
Newspapers, Inc. Attacks were made 
on the advertising allowances de- 
manded by chain stores, and now 
classed as “chiseling” by many na- 
tional advertisers, while co-operative 
advertising participated in on a 
fifty-fifty basis by manufacturers 
and their distributors was also ques- 
tioned. 

Dwight H. Mahan, formerly gen- 
eral sales manager of the Kellogg 
Company, Battle Creek, Mich., and 
now general sales manager of the 
S O S Company, Chicago, pointed 
out to the newspaper executives the 
loss in revenue which they have suf- 
fered as a result of the various 
forms of co-operative advertising 
which manufacturers have been 
compelled to engage in because of 
the pressure of the chains. 

He insisted that the lack of con- 
trol of this kind of advertising, along 
with almost complete lack of in- 
formation regarding the kind and 
quantity of advertising done under 
the system of allowances to chains, 
destroys directed publicity, and said 
that his present company has fol- 
lowed the example of the Kellogg 
Company in opposing it. 


Urges Survey 


He urged the newspapers to make 
a survey of the situation, to deter- 
mine the extent to which the prac- 
tice is being engaged in and the 
sentiment of manufacturers on the 
subject, intimating that a great 
many national advertisers in the 
food products and allied fields would 
be found more than willing to aban- 
don the custom, although at present 
the majority are yielding to the de- 
mands of chains and voluntary 
chains and surrendering control of 
their advertising activities. 

“Co-operative advertising of this 
kind,” Mr. Mahan said, “is like 
shots by the Mexican army—poorly 
directed, with few casualties. Yet 
the demands of some chains for ad- 
vertising allowances run as high as 
40 per cent of the cost of the mer- 
chandise they buy.” 

Mr. Mahan said that the advertis- 
ing agencies are vitally concerned 
with the correction of the practice. 
In most cases they have nothing to 
do with either the preparation or 
release of advertising handled under 
co-operative agreements, and conse- 
quently are unable to include it in 
their plans. Frequently, also, the 
manufacturer is billed for space ad- 
vertising at the national rate, while 
the chain pays the local rate. 

“Directed publicity and standard 
prices” are the objectives being 
sought by an increasing number of 


concluding his address. While com- 
panies with these policies have been 
in the minority, he is convinced that 
their number is rapidly increasing. 


Difficulties Described 


R. C. Leavenworth, director of 
publicity of the Westinghouse Elec- 
tric & Mfg. Company, East Pitts- 
burgh, Pa., told the publishers some- 
thing about the problems of the 
manufacturer who advertises in co- 
operation with his jobbers and deal- 
ers. The demand for purely local 
campaigns, without central control 
and direction, which are necessary 
to a successful program, carries im- 
mediate and obvious. difficulties. 
Local jobbers and dealers want to 
make the decisions regarding the 
mediums to be employed, and the 
disadvantages of this are so great 
that Westinghouse, Mr. Leaven- 
worth said, is now seriously con- 
sidering handling all its newspaper 
advertising on a centralized basis, 
paying for the space from its gen- 
eral advertising budget, and thus 
lifting it completely out of the co- 
operative class. A final decision on 
the point has not yet been made, 
however. 

The attendance at the meeting of 
Major Market Newspapers, Inc., was 
larger than expected. George M. 
Burbach, St. Louis Post-Dispatch, 
president, commented on this evi- 
dence of interest in addressing the 
group at the annual luncheon. He 
called attention to the eight years’ 
work of the organization, which he 
said is doing promotional and serv- 
ice work which no other association 
is in a position to attempt. 

“We are doing a sales job for all 
newspapers, as well as for the mem- 
bers of our group,” he asserted. 

The newspapers have subscribed 
more than $1,000,000 to this work 
since the group was organized in 
1924, he reported. 

All of the old officers and direc- 
tors of Major Market Newspapers, 
Inc., were re-elected. Mr. Burbach’s 
associates on the official staff are as 
follows: 

W. F. Schmick, Baltimore Sun, 
first vice-president; Herbert Pont- 
ing, Detroit News, second vice-presi- 
dent, and Leslie M. Barton, secre- 
tary-treasurer. 


Five Name Howard 


E. T. Howard Co., New York, has 
been appointed by Revillon Freres, 
New York; S. M. Frank Co., New 
York, pipes; Heating Maintenance 
Corp., New York; Hotel Plaza, Jer- 
sey City, N. J., and Stoneleigh 
Farms, Brewster, N. Y., dairy prod- 
ucts. 


Form New Agency 


William H. Stockwell and Philip 
R. Marcuse, formerly associated with 
Fecheimer, Frank & Spedden, Inc., 
Detroit, have formed a new agency 
to be known as Stockwell & Marcuse, 
with offices at 1824 First National 
Bank Bldg., Detroit. 


Tranburger Issues Book 

Prof. John E. Tranburger, Indiana 
State Teachers’ College, Terre Haute, 
has issued “Fundamentals of Print- 


manufacturers. Mr. Mahan said in|ing,” for students of printing. 
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Two little girls went from this home to a very 
substantial private school recommended by 
the School Department of Scribner’s Magazine 


HEADS DIVISION 


P. L. Michael, Houston, Tex., 
Poster Advertising Co., and vice- 
president, Outdoor ites 
Association of America, who will 
preside at meetings of the plant 
development division next week. 


Allow Outdoor 


Sign Erection 


In Washington 


Washington, D. C., Oct. 19.—For 
the first time in 18 years permits 
have been issued for the erection of 
outdoor advertising structures in 
Washington, following several 
months of negotiation between com- 
missioners of the district and J. E. 
Morrison and John Shoemaker of 
General Outdoor Advertising Com- 
pany. 

Displays have been arranged on 
spots which previously were com- 
munity eye-sores, and an effect of 
cleanliness and beauty has been 
achieved by well-groomed lawns and 
shrubbery in front of the panels. 

The District Commission of Engi- 
neers, which passes on all build- 
ings, has expressed itself as well 
pleased with the result, as have va- 
rious business and civic leaders. 

With permission for erection of 
panels available, many of the panels 
which had been standing for years 
and which could not be replaced by 
newer structures, will now be torn 
down. In many instances where co- 
operation of the property owners 
cannot be secured in cleaning up 
the premises which will thus be ex- 
posed to view, General Outdoor Ad- 
vertising Company has undertaken 
this work at its own expense. 


Wells Again Heads 


Detroit Juniors 


The Ad Forum, Detroit’s junior 
advertising group, at its annual 
meeting last week re-elected Fred- 
erick L. Wells, of Credit & Collec- 
tion Counsel, president. 

Other officers chosen were Malcolm 
McCabe, Salada Tea Co., vice presi- 
dent; Orion Meiselback, Gray Marine 
Motor Co., re-elected secretary-treas- 
urer, and Maurice Norton, Brown & 
Bigelow Co., sergeant-at-arms. Fall 
term activities started with an in- 
formal dinner dance, Oct. 14. 


Johnson Honored 


R. D. Johnson, display manager of 
the J. L. Hudson Company, has been 
elected president of the Detroit Dis- 
play Club. F. E. Whitelam is vice 
president, and E. A. McEachin, sec- 
retary-treasurer. : 


New Line for Skinner 


Skinner Mfg. Co., Omaha, promi- 
nent in the macaroni field for many 
years, is now marketing a new 
cookie dough, ready to bake. 


Recognition for Rogan 


Ralph F. Rogan, secretary and ad- 
vertising manager of Procter & Gam- 
ble Co., Cincinnati, has been elected 
to the board of directors. 


Dailies Sold as Unit 


News and Press, Santa Barbara, 
Cal., have affiliated, space in the 
two publications now being sold as 
a unit. e 


DONALD W. DAVIS 
TO HEAD FIRST 
A. F. A. DISTRICT 


Springfield, Mass., Oct. 19.—Don- 
ald W. Davis, advertising manager 
of Springfield Newspapers, Inc., was 
elected governor of First District, 
Advertising Federation of America, 
at the annual convention held here 
Oct. 16-18. 

Mr. Davis, who has been lieuten- 
ant-governor, succeeds V. Edward 
Borges of Boston. George A. Dun- 
ning, Boston, New England manager 
for Crowell publications, succeeds to 
the lieutenant-governorship. Miss 
Alice McCourt, president, Women’s 
Advertising Club, Providence, R. I., 
was chosen secretary and treasurer, 
succeeding Miss Margaret Deasy, 
also of Providence. 


The convention opened Monday 
with a luncheon, followed by a ses- 
sion at which general chairman 
Charles H. De Forest, past president, 
Springfield Advertising Club, pre 
sided. Addresses of welcome were 
giver by James B. McNaughton, 
president, Springfield Club; Mayor 
Dwight R. Winter of Springfield and 
Major Frederick J. Hillman, execu- 
tive vice-president, Springfield Cham- 
ber of Commerce, with a response 
by Col. Carroll J. Swan, president, 
Boston club. 


Urges Self-Analysis 


In the theme speech of the con- 
vention, “Lead on New England,” 
Mr. Borges told his hearers to re- 
frain from being angry with condi- 
tions, adding, “let us get angry with 
ourselves.” He urged self-analysis 
because a business man can be his 
own greatest handicap or asset, and 
launched a vigorous attack on the 
mania for “bigness” in business. 

LeRoy G. Peed, general sales man- 
ager, De. Soto Motor Corp., Detroit, 
analyzed motor car advertising. “I 
have long felt that automobile ad- 
vertising has become more a battle 
of inches rather than a battle of 
ideas,” he said. “Space, seemingly, 
in the past years was more impor- 
tant than what went into it. Adver- 
tisers have registered impressions by 
sheer weight of advertising rather 
than by the intelligence and plan- 
ning that has gone into that adver- 
tising.” 

Mr. Peed cited the Gallup tests to 
show that advertisements containing 
headlines and illustrations tend to 
draw the greatest attention, and de- 
clared that all the un-headlined copy 
and 10 out of the 13 advertisements 
without illustrations tested by the 
Gallup investigators were for pas- 
senger cars. 

At the afternoon session, presided 
over by Creighton P. Morton, presi- 
dent of the Worcester club, Roy L. 
Davey, sales promotion manager, 
United American Bosch Corp., 
Springfield, discussed “What is a 
Market?”. Chester H. Lang, public- 
ity director, General Electric Co., 
Schenectady, N. Y., spoke on “A Re- 
fermed Bookkeeper Looks at Adver- 
tising,” in which he urged the 
co-ordination of sales promotion ef- 
fort and advertising and stated that 
each individual advertisement should 
fit'into a well-rounded whole. 


Warns of Excesses 


H. H. Putnam, advertising direc- 
tor, John Hancock Mutual Life In- 
surance Co., Boston, cited the stabil- 
ity of his industry in the midst of 
panic and declared that in his opin- 
ion advertising had been benefited 
by the depression-born necessity of 
ridding itself of the “literary, ethical 
and artistic excesses” which fastened 
themselves on the business during 
the inflation period. 

Comparing the advertising agency 
to a physician, Joseph E. Hanson, 
sales and publicity director, Kresge 
Department Store, Newark, N. J., 
declared that unless the “patient” 
gives the “doctor” full co-operation, 
a cure cannot result. Proper diag- 
nosis and the prescription of infalli- 
ble advertising remedies for a weak 
or dying business are largely useless 


if the prescription is not followed by 
the patient, he pointed out. 

A buffet supper was served at the 
close of the Monday afternoon ses- 
sion, followed by a “question box 
smoker” for both men and women, 
which featured a form of round-table 
discussion. The evening session, 
which followed the smoker, was pre- 
sided over by Miss Margaret T. 
Deasy, Providence. There were no 
speeches, a program of entertain- 
ment being furnished by National 
Broadcasting Co. talent. 


Describes Rival Market 


E. B. Cotton, president of the Hart- 
ford club, presided at the Tuesday 
morning session, at which the first 
speaker was Jess D. Traylor, man- 
ager of the electrical division of 
John Donnelly & Sons, Boston, who 
spoke on “Electrical Merchandising.” 

“The Rural Market—Acres of Dia- 
monds,” was the topic discussed by 
Oliver M. Drummond, New England 
manager for The Country Home, who 
declared that 52.4 per cent of the 
United States’ population is found in 
towns of less than 10,000 and on 
farms, while only 30.2 per cent of 
national advertising investment, 70 
cents per capita, is directed at that 
market. 

The necessity for co-ordinating 
separate sales, advertising and sales 
promotion departments was stressed 
by R. B. McDougall, American Writ- 
ing Paper Co., Holyoke, Mass., in an 
address on marketing. “Unless your 
marketing efforts spring from one 
source, they are bound to fail,” he 
said, adding that executives must 
watch trends and not be afraid of 
change. 

The increase in first-class postage 
rates was doomed from the start as 
a revenue-raising measure, and its 
repeal is imminent at the December 
session of Congress, Eliot Wight, ad- 
vertising manager, United States 
Envelope Co., Springfield, and presi- 
dent of Direct Mail Advertising As- 
sociation, told the assemblage. 

Fashion, in its simplest terms, 
means the “wanted thing,” and it is 
the greatest force in the advertising 
business if properly interpreted and 
properly handled, said Lucy Park, of 
Calkins & Holden, New York, in an 
address which opened the Tuesday 
luncheon session, presided over by 
President Leslie H. Tyler of the New 
Haven club. 


Praises Depression 


“Hurrah for the Depression” was 
the somewhat startling subject dis- 
cussed by Paul N. Swaffield, adver- 
tising director, Hood Rubber Prod- 
ucts Co. and B. F. Goodrich Rubber 
Co., Watertown, Mass. He advanced 
a theory that the slump has taught 
the manufacturer how to cut produc- 
tion costs, the retailer that he must 
make a profit on his sales or go out 
of business, which means quality 
merchandise at a fair price, and the 
consumer how to spend money 
wisely. 

The convention was brought to a 
close Tuesday night with a banquet 
and dance in the Kimball ballroom. 
George A. Dunning served as toast- 
master, introducing the two speak- 
ers, Edgar Kobak, president, Adver- 
tising Federation of America, and 
James C. Higgins; Boston, a humor- 
ist. 

Mr. Kobak urged advertising men 
to “get your feet off the ice.” He 
deplored the lack of selling initiative 
which has become apparent in many 
lines of industry and said it seemed 
as though many men were actually 
afraid to sell. Among other things 
he branded as a total fallacy the idea 
of “waiting to see how the election 
comes out” before starting any 
project. 

Attendance at the business ses 
sions of the convention was esti- 
mated at about 275, with approxi- 
mately 150 attending the closing 
banquet. The Worcester club, which 
will be host to the convention in 
1938, was awarded the V. Edward 
Borges Attendance Trophy for hav- 
ing the largest representation in pro 
portion to distance traveled, with 
Boston a close second. : 


Downie Is Vice-President 


Thomas D. Downie has been elected 

vice-president of Campbell-Sanford 
Advertising Co., Cleveland and To 
ledo. 
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: pod it is minutes—not miles—to market. 
Families eight miles from a complete range 
of retail stores are often nearer and more desirable 
than families two miles away. Nearer because of 
good roads and automobiles. More desirable 
because of income and living standards. 

Conveniently near trading centers in which 
salesmen are striving to make their quotas are 
1,700,000 high-class American families. They 
are leading families in communities where 40% 
of national retail sales volume originates. Seventy 
per cent own homes. Eighty-six per cent own 
automobiles. They have extensive investments 
in other substantial property. 

Heaping up your advertising in publications 
which circulate almost entirely in congested 


THE COUNTRY (GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 


THE CURTIS PUBLISHING 


areas cannot effectively influence these fine fami- 
lies —or this 40% of the market. Advertising in 
The Country Gentleman can, and does. 

These families are made readily available, and 
responsive, to advertising by their conviction that 
The Country Gentleman gives them more of what 


they want than any other publication. They are 


readily understand what this 40% of sales poten- 
tial is worth. And salesmen, fighting for business 
in today’s stiff competition, appreciate the contact 
with this market that only The Country Gentleman 
provides. Advertise in The Country Gentleman 
and give your sales force a fair chance at ALL 
its potential. 


loyal to this magazine ina re- 


markably exclusive fashion. 


Make Your ADVERTISING BALANCE WITH” 
Sates OpporTUNITY 


If your product 


It reaches them, influences 
their buying and thinking 
habits, in a way not equalled 
by any other magazine, or 
combination of magazines. It 


interests all the famity. 


40% NATIONAL 


RETAIL PURCHASES 


The COUNTRY GENTLEMAN 
42.8% The COUNTRY GENTLEMAN plus A 


47.2% The COUNTRY GENTLEMAN plus E 52.8% 


H , . : 
H 382% The COUNTRY GENTLEMAN plus A&E 618 


is one that most fami- 


lies can use or enjoy, 


MAGAZINE A 


MAGAZINE E 


The Country Gentleman 
should be one of the 


first three magazines in 


Every sales manager will 


: 
HA.B.C. bgures. More detailed analysis raises this igure to. 80% 


.. + Key to 40% of National Sales Potential 


COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 


ia 


your advertising plan 
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RADIO STATIONS 
OF NEWSPAPERS 
CONSIDER DEAL 


Debate Low Gopyright Fee 
As War Impends 


Chicago, Oct. 19.—While the In- 
land Daily Press Association was 
meeting at the Morrison Hotel to 
discuss, among other things, means 
and ways of curbing radio’s inroads 
on newspapers’ revenue, the initial 
session of Newspaper Owned Radio 
Stations was being held at the Hotel 
Sherman, two blocks away. 

The N. O. R. S. meeting was held 
to consider the possibility of prefer- 
ential treatment on copyright fees by 
the American Society of Authors, 
Composers and Publishers. While 
Walter J. Damm, of WTMJ, Milwau- 
kee, who presided, would not discuss 
the outcome, he said a committee 
has been dispatched to New York, 
where the Society’s headquarters are 
maintained. 

The Society, it is said, offered to 
reduce copyright fees to radio sta- 
tions controlled by newspapers, on 
the theory that such newspapers 
have been sympathetic allies, giving 
radio far more free publicity than 
those which have no radio affilia- 
tions. The offer, however, was ac- 
companied by certain stipulations 
dealing largely with publicity. 


Sentiment Not Unanimous 


This proposition was responsible 
for the meeting of Newspaper Owned 
Radio Stations, though a formal or- 


GENIUS... 


it is said, is merely an 
infinite capacity for 
taking pains. But 
true genius must 


also create a genuine 
interest if the result 
obtained be satisfac- 
tory. Words create 
pictures .... . good 
typography frames 
word pictures, sim- 
plifying reading, 
stressing high points 
and making more 
attractive the whole. 


* 
BEN C. PITTSFORD CO. 


A dvertising 
T ypographers 


605 South Clark Street - Chicago 


Wabash 


ganization has not yet been effected. 
This routine matter has been side- 
tracked until the more pressing mat- 
ter of co-operation with the Society 
has been settled. It will then come 
without fail, although some of the 
radio stations controlled by news- 
papers have manifested little inter- 
est thus far. 

Over at the Morrison, James G. 
Stahlman, publisher of the Nashville 
Banner and president of Southern 
Newspaper Publishers Association, 
staged a dramatic demonstration of 
what radio is doing to many news- 
papers. He so impressed his fellow 
publishers that they asked him to 
return for an executive session. This 
was followed by appointment of E. 
H. Harris, of the Richmond (Ind.) 
Palladium and Item, as chairman of 
a radio committee. 

Mr. Stahlman’s title was “Ether or 
Printers’ Ink” and he laid his scene 
in the operating room of a hospital. 
There a young physician, Dr. Radio, 
was seen operating on a patient, Mr. 
Newspaper. The doctor allowed him- 
self to be carried away by his en- 
thusiasm and removed such vital or- 
gans as national advertising and the 
editorial page, which he cast into 
the maw of a microphone as each 
was extracted. While the operation 
may have been a success from the 
doctor’s viewpoint, the patient died. 


May Seek Legislation 


Although specific remedies were 
not suggested, it is believed legisla- 
tion will receive the close attention 
of the new radio committee. 

A considerable sum of money will 
be saved by radio stations controlled 
by newspapers if the alliance with 
the copyright owners is signed. This 
gives rise to the speculation as to 
whether or not such stations will 
be able to sell time cheaper than 
their less fortunate rivals. While 
chain broadcasts will hardly be af- 
fected, the possibilities are receiving 
much attention from spot advertis- 
ers. Less than 20 stations in the 
country are said to be owned out- 
right by newspapers, however. 


Typographers 
Name Knight 
As President 


Cincinnati, Oct. 19—H. A. Knight, 
J. M. Bundscho Company, Chicago, 
was elected president of Advertising 
Typographers of America at the 
sixth annual convention of the or- 
ganization which closed here today. 

Other officers are, first vice-presi- 
dent, Kurt H. Volk, New York; sec- 
ond vice-president, George Willens, 
Detroit; treasurer, P. J. Frost, New 
York; secretary, A. Abrahams, New 
York; historian, W. A. Lydiatt, 
Toronto. Two past presidents, E. M. 
Diament and C. E. Ruckstuhl, both 
of New York, were added to the 
board of directors. 

Much of the discussion during the 
meeting centered around the educa- 
tional work being done by local or- 
ganizations in Chicago, New York 
and other cities. One purpose of this 
activity is to develop a better ap- 
preciation of good typography on the 
part of advertising men. 

The work of Chicago Society of 
Typographic Arts, which has con- 
ducted several exhibits of printed 
specimens, was commended in sev- 
eral of the informal addresses. 

Mr. Diament, retiring president of 
the organization, was guest of honor 
at a dinner at the closing session, 
and was presented with a gold cig- 
arette case. 


G. E. in Association 


General Electric Company has been 
admitted to membership in Ameri- 
ean Oil Burner Association, New 
York. J. J. Donovan, manager of 
the company’s air conditioning de- 
partment, has been elected a director 
of the association. 


lodent on Air 


The Iodent Company, tooth paste, 
Detroit, will sponsor “Black and 
Blue,” a detective serial, over five 
radio stations, starting Oct. 24. Other 
stations will be added later. Maxon, 
Inc., Detroit, is the agency. 


ATTENTION, OLD TIMERS ! 


PAIN never sfo 


Is pain holding you back from work or play? 
Then let Omega Oil show you a better way to 
quick, soothing relief. It works down deep 


where the pain is~helps end conges- 
tion and quiets throbbing nerves. 
Entirely different from ordinary lin- 
iments, Omega does far more and 
does it faster and more safely. Try it 
today. ~ ee 


PneTe corraienT wn WH 4 Bape 
Among the thousands who use 
Omega Oil as a daily rub down, no 
one thinks more of it than | do, 
My trainer agrees with me in dec- 
laring it a liniment of enaing 


Ob Meypp 


ap 


PE RUA Lo 
for rabbing throat 


blistering greases 
= ye pte 
vapors of Omege ia s bow! of seaming woes. 


After an absence of more than five years, Omega Oil returned to the 
advertising field this week with copy in Chicago newspapers featur- 


ing a testimonial from James J. 


effries, heavyweight champion of 


the long ago. 


JAS. J. JEFFRIES 
FEATURES OMEGA 
OIL COME-BACK 


New York, Oct. 20.—Omega Oil, 
unadvertised for five years, re-en- 
listed in the army of nationally ad- 
vertised products this week as new 
owners of the Omega Chemical Co. 
released test campaigns through Hus- 
band & Thomas Co. 


The testimonial of Jas. J. Jeffries, 
copyrighted 1899, drew attention to 
the new advertisements of this once 
famous liniment. Indorsements of 
other athletic celebrities of bygone 
days, Fitzsimmons’ and Corbett’s 
among them, first published when 
the signatories were in their heyday, 
will be sprinkled through the re- 
introductory series. 


Another interesting feature of the 
advertising plan is that only two 
cities are covered, each with a dif- 
ferent medium. Newspapers are 
being used in Chicago and car cards 
in New York. The advertising will 
run for six months before a check-up 
is made. 


The newspapers on the list are the 
Chicago Daily News, Chicago Amer- 
ican and the Chicago Daily Illus- 
trated Times. Each will receive be- 
tween two and three advertisements 
a week on a staggered schedule. 
Copy ranges from 56 to 210 lines, the 
larger space incorporating the testi- 
monials and the smaller straight 
selling copy. 

Testimonials of any age or kind 
will be rigidly excluded from future 
campaigns, as advertiser and coun- 
sel think this device, first in gen- 
eral use for proprietaries, has def- 
initely outlived its usefulness in this 
field. 


Business Drops Off 


The fact that the testimonials fig- 
ure so prominently in current copy 
is an admission of what happens 
when advertising support is with- 
drawn. An analysis of sales during 
the inarticulate five-year period in- 
dicated that not only did the influx 
of new users dwindle quickly when 
aggressive sales methods were dis- 
continued, but that old _ friends 
slipped quietly away in ever-grow- 
ing numbers. 

Consequently, the old testimonials 
are resorted to in the preliminary 
effort to win back former users. 
While these prospects might not re- 
call the veteran indorsements spe- 
cifically, the character of the copy, 
combined with emphasis on the trade 
name, is expected to jog the memory 
hard enough to insure a reaction. 

There is little hope the testi- 
monials will help the advertisers’ 
cause with the younger generation. 
There is even some fear that this 
type of copy will link the product 


with the snake and bear oil prepara- 
tions of the medicine show era in 
this section of the market. As a 
compensatory safeguard during the 
re-introductory campaign, the copy, 
except for the testimonial content, is 
ultra-modern in appearance and con- 
servative in context. 

That it may be rubbed in without 
blistering is claimed to be the out- 
standing difference between Omega 
Oil and its principal competitors. 
Future advertising will dwel} on this 
virtue, and the selling phrase incor- 
porated in the signature logotype of 
the current series, “Rub It In—It 
Won’t Burn,” will be continued as 
an advertising hall-mark. Salesmen 
are rehearsing dealers in the oral 
presentation of this feature. 


Feature Non-burning Quality 


It is believed in some quarters that 
other liniment manufacturers pur- 
posely compound anti-rub prepara- 
tions so as to have a _ saves-labor 
theme and to avoid the charge fre- 
quently made by physicians that the 
only merit of liniments is the inci- 
dental massage. 

The company is investing all of 
the point-of-purchase appropriations 
in an elaborate window display, for 
which an entire window of standard 
size is required. Its grewsome at- 
traction is nine life-size muscle 
charts, which will provide the scien- 
tifically-inclined passerby with mate- 
rial for hours of study. 

It is believed the display will im- 
press the lay-minded spectator with 
the product’s scientific background 
and give him a rough idea of the 
number and complexity of the mus- 
cular structures. Should there be 
any symptoms of infirmity at the 
moment he views the display, his 
imagination will be called upon with 
diagrams showing the areas, regu- 
larly distributed and amazingly nu- 
merous, which are highly suscepti- 
ble to conditions. for which Omega 
Oil is a specific. 


Form Bergen County 
Advertising Club 


a 
Bergen County, N. J., Advertising . 


Club has been formed at Hacken- 
sack, with an original enrollment of 
30 members. The club will meet 
monthly. 

Officers elected at the organization 
meeting are: Russell L. Binder, busi- 
ness manager, Hackensack Bergen 
Evening Record, president; Walter 
Sheldrake, Ridgewood News, secre- 
tary; Peter G. Metz, Cliffside Park, 
treasurer. Membership is limited to 
advertising men whose _ principal 
place of business is located in Ber- 
gen county. 


Named for New Car 


Grace & Holliday, advertising and 
merchandising counsel for Continen- 
tal Motors Corp., has been appointed 
to handle the new line of Continental 
motor cars, shortly to be introduced. 


Mahler to Harvey 
Mahler Exterminating Co., New 
York, has placed its account with 
Harvey Agency, New York. 


ASSERTS CURB 
MARKETS WOULD 
RELIEVE FARMER 


Inland Press Hears of Wis- 
consin Plan 


Chicago, Oct. 19.—Inland Daily 
Press Association, holding a two-day 
meeting here, was urged by William 
F. Huffman, Daily Tribune, Wiscon- 
sin Rapids, Wis., to help members 
and farmers by creating curb mar. 
kets for the sale of farm products, 

Mr. Huffman said a project of this 
kind was successfully executed in hig 
city over the opposition of certain 
retailers. As a result, farmers back 
their trucks up to the curb every 
Wednesday and Saturday and sell di- 
rect to local housewives. 

While some dealers withdrew their 
lineage from the Tribune, which 
sponsored the project aggressively, 
the final results have been increased 
advertising volume and more real 
prosperity for more people, he said, 

While Mr. Huffman excluded 
grains from his remarks, he asserted 
that co-operative farm marketing is 
the greatest hope of the agricultur- 
ist. He described the work of the 
American Cranberry Exchange, 
which has become a large advertiser. 

Most farm relief plans, he said, 
are too far-flung. They need to be 
broken down into smaller units. 


Discusses Rising Costs 


Russell B. Miller, of the Bloom- 
ington Pantagraph, discussed rising 
composing room costs, caused 
largely, he said, by changes in copy. 
He advocated a campaign of educa- 
tion, but gave his hearers the infer- 
ence that he will favor extra charges 
for alterations if this is not success- 
ful. 

Howard W. Stodghill, business 
manager, Louisville Times and Cour- 
ier-Journal, suggested that advertis- 
ers as well as publishers, have a 
stake in the campaign for higher 
standards for newspaper boys, fos- 
tered for several years by the In- 
ternational Circulation Managers As- 
sociation. 

Advertising, as well as publishing 
in general, suffers when boys below 
legal age sell newspapers, he said. 
The present effort is “to dignify the 
work of newspaper sellers.” 

A. O. Lindsay, of the Herald-Whig, 
Quincy, Ill., who presided at the In- 
land Press meeting, appointed J. S. 
Gray, of the News, Monroe, Mich. 
chairman of a committee to study 
the relationship of newspapers and 
chain stores, “with particular refer- 
ence to advertising policies adopted 
by some chains.” 


Install Chimes in 
Budweiser Display 


A set of Westminster clock chimes, 
manufactured by J. C. Deagan, Inc. 
Chicago, is to be installed in an ani- 
mated illuminated display for Bud- 
weiser Malt which is being installed 
near 46th and Broadway, New York, 
by General Outdoor Advertising Com- 


ny. 

The chimes, which strike the quar: 
ter hour, will be audible for a half 
mile in all directions above New 
York street noises. 


Buehler Makes Change 


Paul Buehler, president, Columbus, 
Q., Advertising Club, has resigned 
from Ohio Farm Bureau Mutual Au- 
tomobile Insurance Company to join 
State Automobile Mutual Insurance 
Company. 


Dodge Advances Akers 


F. H. Akers, a member of the ex 
ecutive staff for 10 years, has beet 
appointed director of territory de 
velopment of Dodge Brothers Corp. 
Detroit. 


To Advertise Syladex 

Mortimer Lowell Co., New York, 
has been appointed by Syladex CorDP. 
New York, to direct advertising of 
Syladex and other psyllium 


products. 
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is 


The Publishers of 
DRUG TRADE NEWS 


The Newspaper of the Drug Industry 


| -» ANNOUNCE -- 


| FOOD TRADE NEWS 


cae | The Newspaper of the Food Industry 


hing Reaching every key executive 
ni, of every important producer 


and of groceries and food products. 


a Topics Publishing Co., Inc. 


New 330 W. Forty-Second Street 
New York City 


BOSTON SAN FRANCISCO CLEVELAND 


rs J. McA. Johnson ~* Roger A. Johnstone E. D. Duncan 
ne ex: 18 Browne st., Brookline, Mass. 155 Montgomery street Williamson bldg. 


Corp. ATLANTA CHICAGO ST. LOUIS 

George M. Kohn P. J. Cosgrave and Oliver L. Marcks 

908 Walton bldg. J. M. Conners 312 Victoria bldg. 
43 E. Ohio street i 
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PHILLIPS-JONES 
BOOSTS PRICES 


New York, Oct. 20—While nu- 
merous advertisers have taken to 
pointing out that present low price 
levels cannot continue indefinitely, 
Phillips-Jones Corporation, maker 
of Van Heusen collars, has gone one 
step further, with newspaper copy in 
metropolitan centers announcing a 
rise in price, effective Nov. 1. 

The present price of 25 cents will 
be raised to 35 cents, three for $1, 
on that date, due to the rising cost 
of materials, the company says. 

“Yessir! we're reversing the usual 
order of things and telling you 
beforehand that the price of Van 
Heusen Collars is going up!” intro- 
ductory newspaper copy announces. 
“So that you can put in a supply at 
today’s low 25c price and save the 
difference. 


Rising Costs Responsible 


“In order to maintain the super- 
lative patented quality of Van Heu- 
sen Collars in the face of rising 
costs, the price must be raised to 35 
cents, three for $1. November Ist is 
the date but there are two 
weeks of grace to permit you to buy 
at the old price.” 

The new prices were announced to 
the trade simultaneously. “Price re- 
ductions hitherto made on Van 
Heusen collars have, in every in- 
stance, paralleled reductions in the 
price of cotton,” the trade was told. 

“Today cotton is up, and so are 
many other factors that go into the 
making and packing of Van Heusen 
collars. Accordingly, we find it im- 
perative to withdraw the low price 
that was temporarily established 
while costs were down. 

“The public, already aware of the 
general trend toward rising costs, 
and appreciative of the savings en- 
joyed when the price was reduced, 
will readily pay the new price. 

“Above all, this means a rise in 
PROFIT for you, the dealer.” 
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to 35¢, 3 


VAN 


Yessir! we're reversing the usual order of things 
and telling you beforehand that the price of Van 
Heusen Collars is going up! So that you can put 
in a supply at today's low 25¢-price, and save 
the difference! In order to maintain the super- 
lative patented quality of Van Heusen Collars in 
the face of rising costs, the price must be raised 


i ... but here are two weeks of grace to permit 
| you to buy at the old price. Don't wait. Go to 
i your haberdasher TODAY. Get a supply of this 
world famed collar that stays smart without 


for $1.00. November Ist is the date 


HEUSEN COLLARS 


i THE PRICE GOES UP TO 3 5¢ NOVEMBER 1ST 


PHILLIPS-JONES CORP., NEW YORK 


"The price goes up November |," 


VAN HEUSEN 


THE WORLD’S SMARTEST COLLAR 


being informed in current newspaper copy. 
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buyers of Van Heusen collars are 


F. W. O’Malley Dies 


Frank Ward O'Malley, famous fea- 
ture writer for the New York Sun, 
died in France Oct. 19. 


Starts Grocery Paper 
Advertising Aids, a monthly for 
grocers, has been started by F. D. 
Grover Advertising Studios, Saginaw, 


Mich. 


WILFRED 


ANNO 


o 


O. FLOING 


UNCES 


THE OPENING OF OFFICES AND STUDIOS 


AT 


333 N. MICHIGAN AVENUE 


CHICAGO 


Telephone RANDOLPH 2316 


+ 


Associated with Mr. Floing on a participating 
basis will be a limited number of men capable 
and experienced in Creative and Layout 
work and the Production of Commercial Art. 

The Service is for Advertising Agencies— 
and for Advertisers direct in the preparation 
of their own advertising. 


The scope of the Service, in addition to 
Ideas, Layouts and Production of Art, 
includes consultation on all problems per- 
taining to the physical side of advertising 
—and a practical knowledge of values for 
the purchase of black and white and color 
photography and the work of any artist 
outside the organization. 


Agency Chiefs 
Active During 
A.B.C. Meeting 


Chieago, Oct. 20.—John Benson, 
president, American Association of 
Advertising Agencies, was the chief 
speaker at the annual banquet of 
the Western Council at the Black- 
stone Hotel last night. Mr. Benson’s 
address was withheld from the 
press. 

The dinner followed a session of 
the national executive board, mem- 
bers of which were then guests of 
the Western Council. 

Mr. Benson will be host to a group 
of agents and publishers at a din- 
ner tonight. 

After the A. B. C. meeting he will 
start for several agency gatherings 
to be held on the Pacific Coast. The 
Pacific Council will not have one 
general meeting this year, but in- 
stead will have local sessions at Los 


Angeles, San Francisco and Port- 
land. 
Rankin, Hit by Auto, 


Suffers Broken Leg 


William H. Rankin, head of the 
New York agency, is in Wickersham 
Hospital as the result of being hit 
by a taxicab Saturday night. 

He was disposed to take the matter 
lightly at first, walking away from 
the scene of the accident unaided 
after talking it over with the driver. 
An X-ray the next day disclosed a 
double fracture of the right leg. 


Advertisers Guests 


of Farm Publication 


About 40 advertisers and agencies 
were guests of American Agricultur- 
ist, New York, at a luncheon at the 
Palmer House, Chicago, last week. 

E. R. Eastman, editor of the paper, 
was the chief speaker. I. W. Ingalls, 
advertising manager, was also pres- 
ent. 


Frost Has New Post 


Glenn Frost, formerly in the art 
departments of Henri, Hurst & Mc- 
Donald, Erwin, Wasey & Co., and the 
Potts-Turnbull Co., has joined Mein- 
zinger-Howard-Chase, Inc., Detroit. 


Jolson on Air 


Al Jolson has been signed by Gen- 
eral Motors Corp., and will star in 


General 1931 1932 
American Golfer...... .....- 4,950 
American Home....... 18,799 10,350 
Arts & Decoration.... 33,369 12,587 
Better Homes & 

Re 20,794 12,990 
Burroughs Clearing 

MED odansies so vane 7,776 4,888 
Country TAZ.» «002-20 33,790 20,748 
Field &. Stream....... 15,413 9,612 
WUC Asvéectesccte seeen 21,488 
Fur-Fish-Game ...... ..... 5,531 
Home & Friend....... 21,652 8,261 
House & Garden...... 52,403 20,738 
House Beautiful...... 22,552 9,108 
Hunter - Trader - Trap- 

Ree a Pee 12,798 9,210 
Hunting & Fishing... 10,612 5,893 
Modern Mechanix .... 11,520 7,723 
National Geographic.. 7,056 4,067 
National Sportsman... 11,777 8,713 
Nation’s Business..... 29,674 14,201 
Outdoor Life.........- 8,004 6,337 
Popular Mechanics.... 21,999 11,997 


OCTOBER ADVERTISING IN MAGAZINES 


Popular Science ...... 17,736 10,539 
Scientific American .. 5,199 3,637 
CO ee 8,297 8,304 
Sportsman .......-+:: 21,551 13,332 
GE bese scccsccrvcses 55,882 20,982 
ME £6.5660460016606 Beane 5,332 
Vanity Fair.......... 33,828 15,002 
——— 
Total Group........ 482,481 286,520 
Mail Order 
Blade & Ledger...... 5,397 3,997 
Comfort .ccccccccvres 4,847 5,118 
Good Stories.......... 5,827 4,705 
Hearth & Home...... 5,827 4,705 
Home Circle ....0.56-+ secee 1,878 
Home Friend......... 5,817 2,324 
Household Journal.... 4,106 2,998 
Illustrated Mechanics. ..... 1,091 
BOE nik 0-0 66:0 00698 60:0 2,490 2,766 
Sovereign Visitor..... 2,651 833 
Total Group........ 36,962 30,415 


The Advertising Record Company, 


WINDOW DISPLAY 
RACKET SMASHED 


Chicago, Oct. 20.—Efforts of 
“racketeers” to set up an organiza- 
tion of retail display and installa- 
tion men in Chicago through a cam- 
paign which included intimidation 
of dealers and letters to national ad- 
vertisers have been entirely defeated 
and “advertisers who use window 
display can now feel assured that 
the situation is the same as it was 
before these racketeers tried to get 
a foothold in the industry,” Chicago 
Displaymen’s Club has announced. 

Pointing out that the nature of 
the work done by display men does 
not lend itself to unionizing because 
of the skill and artistry involved, 
the Chicago unit of International As- 
sociation of Displaymen asserted 
that the men themselves opposed 
attempts at organizing them into a 
union, and that legal action was 
taken only after trimmers had been 
intimidated, displays had been de- 
stroyed and windows smashed. 

Through the so-called “Secret Six” 
of the Chicago Association of Com- 
merce a complete investigation was 
made, which indicated the existence 
of grounds for criminal action 
against the alleged racketeers. 

The headquarters of the union in- 
volved and an alleged display serv- 
ice were raided, but no prosecutions 
resulted because of failure of victims 
to testify. Chicago Displaymen’s 
Club, working with the co-operation 
of leading business and civic organ- 
izations, has organized to prevent a 
recurrence of the trouble, and is ex- 
tending its membership to include all 
types of persons connected with the 
industry. 


T. H. Reese Heads New 


Agency in New York 


Thomas H. Reese, Jr., for three 
years vice-president of Littlehale, 
Burnham, Rossiter, Inc., New York, 
has formed a general agency as 
Thomas H. Reese & Co., 444 Madison 
Ave. 

Craig Bowman, formerly account 
executive with Husband & Thomas, 
is vice-president; J. Bruce Morford, 
formerly classified advertising man- 
ager of Wall Street Journal, is sec- 
retary, and William J. Sheetsline, 
formerly with H. E. Lesan Advertis- 
ing Agency, is art director. Eliza- 
beth Gordon completes the present 
executive staff. 


F. L. Belt Passes On 


in Foreign Country 


Fletcher L. Belt, well known New 
York advertising man, died at Barce- 
lona, Spain, Oct. 11. 

While active in the advertising 
business in New York he was vice- 
president of the Caples Co., account 
executive of Batten, Barton, Dur- 
stine & Osborn, Inc., and special rep- 
resentative of Liberty and the Tower 
group. Mr. Belt was a Princeton 
graduate, class of ’22, and a member 
of the Princeton and Bankers clubs. 


Advertise Grill 


Advertising of Boultron-Pratt Co., 
Cleveland, electric grills, has been 
placed with the Cleveland office of 
Campbell-Sanford Advertising Co. 


Dailies Consolidate 


Advertiser and News, Lexington, 
Mo., have been consolidated as Leg- 


the Chevrolet program over N. B. C. 


Revenue Bureau 
Issues Ruling 
On Advertising 


Washington, D. C., Oct. 20.—The 
Bureau of Internal Revenue has 
made an interesting ruling on adver- 
tising and service allowances. Said 
the Bureau: 

“In billing to a distributor or 
dealer, the manufacturer often adds 
a specific charge for advertising and 
service guarantee. Such additional 
charges may be excluded from the 
selling price upon which the tax is 
computed if it can be established 
that the value of the services equals 
or exceeds the amount collected from 
the customer. 

“If it is less than the amount col- 
lected, a tax must be paid upon the 
difference. 

“In any event, such items must be 
shown separately on the invoices 
before they may be excluded in com- 
puting the tax. All national adver- 
tising is an expense of the manufac- 
turer and must be borne by him and 
not made chargeable against the cus- 
tomer’s advertising reserve. 

“Charges to customers for adver- 
tising should cover only local adver- 
tising.” 


MOVIES 


make sales 


Motion Pictures are part 
of the Promotional Plan 


N every business there is 

action, interest, romance 
—good selling points that 
movies can vitalize and turn 
into sales. Pictures put life 
and reality into your story— 
they bring out compelling facts. 
With sound, your movie offers 
a complete, planned selling talk 
which compels attention and 
convinces. 


Such a presentation will take 
your story to consumer, to 
salesman, to dealer, with as- 
surance that it will receive in- 
terested consideration. 


Pathescope experts plan and 
create successful business-get- 
ting films. Get the facts. 
Write or telephone for our free 
booklet, “Making Sales with 
Motion Pictures.” 


The Pathescope Company of America 
33 West 42nd Street, New York City 
Telephone: LOngacre 5-3185 
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PHOTO-ENGRAVERS 
IN RADIO ATTACK 


French Lick, Ind., Oct. 18—In a 
resolution adopted at its annual con- 
vention here last week American 
Photo-Engravers Association urged 
Congress to make a complete inves- 
tigation of the “so-called American 
proadcasting structure, and to throw 
all possible light on the question of 
what persons or organizations should 
be invested with control of the valu- 
able public air channels, on what 
grounds, and for what purposes.” 

The resolution also pledged co-op- 
eration with other associations in 
the printing and allied industries 
“toward putting an end to govern- 
mental stimulation of the advertising 
rather than the public-service func- 
tions of the air medium, to the an- 
noyance of listeners and to the pos- 
sible injury of all private producers 
of printed advertising matter and 
periodicals.” 

Other resolutions adopted dealt 
with the adoption of a convenient 
pocket-size format for the standard 
scale; price fixing; extension of un- 
warranted credit to “shoestring” op- 
erators; opposition to mail-order 
training courses; unfair competition 
from newspaper plants; and unfair 
sales practices. 

Adolph Schuetz, New York, was 
elected president; Peter Schotanus, 
Detroit, first vice-president; Al Hoff- 
man, San Francisco, second vice- 
president; and O. F. Kwett, Canton, 
O., secretary-treasurer. Executive 
committee members are Joseph Don- 
ovan, Boston; Elmer W. Held, St. 
Louis; Henry W. Grady, Atlanta; J. 
J. Stinson, Philadelphia. 


Outdoor Group 
Gives Discount 
For Quantity 


Cleveland, O., Oct. 20.—Harry H. 
Packer, chairman of the board, Cen- 
tral Outdoor Advertising Co., Inc., 
Cleveland and Toledo, and president 
of numerous subsidiary systems, has 
issued a statement explaining the 
policy of giving discounts on quan- 
tity contracts covering poster adver- 
tising space, which was formally an- 
nounced last week. 

“For some time my associates and 
I have been in favor of granting ad- 
vertisers a discount for consecutive 
six and twelve months’ posting con- 
tracts, covering representative show- 
ings, or more,’ Mr. Packer said. 

Pointing out that newspapers and 
other media have had sliding scale 
arrangements of a similar nature for 
many years, and that discounts are 
given on painted display contracts 
of more than one year’s duration, Mr. 
Packer asserted that “there is no 
valid reason why discounts should 
not be offered to advertisers who are 
consistently on display with con- 
secutive months’ showing of six 
months to a year in the poster me- 
dium.” 


Pierre Key to Start 


First Radio Annual 


Pierre Key Publishing Corp., New 
York, has announced plans for a 
Tadio annual which assembles all in- 
formation pertinent to the use of the 
air for entertainment, education and 
advertising. 

Among other features, it will in- 
clude the names of all advertisers 
using the air, together with their 
agencies and type of programs. 


Dailies Cut Rates 


Buffalo Times has reduced its daily 
rate from 24 cents to 20 cents a line. 
National rate of the Post, Jamestown, 
N. Y., has been cut from six to five 
cents a line open, and from four and 
one-half to four cents for 500 lines. 


Sturdivant’s New Post 


W. O. Sturdivant has been appoint- 
ed national advertising manager of 
Memphis Commercial Appeal and 
Evening Appeal. He is the son of 
J. W. Sturdivant, manager of the 
media and service department, Er- 
win, Wasey & Co., New York. 


Building a 
GREATER MEDIUM 


or 


National Advertisers 


| mney the coming week the outdoor advertising in- 
dustry will be in convention at French Lick Springs, 
Indiana. 


The chief theme of its discussions will be how to make 
the outdoor medium of still greater value to advertisers. _ 


Notable advances have been made in the past few years. 
We have provided more complete and scientific market 
data; better plants, with standard structures, and improved 
locations. These betterments have made outdoor advertis- 
ing still more powerful, effective and economical. 


The Outdoor Advertising Association of America, Inc., 
carries on its work to promote and accelerate progress of 
this character. Its members are committed to the policy of 
constantly increasing service to the advertising field. 


We are working for you. 


FOSTER and KLEISER 
COMPANY 


GENERAL OFFICES: SAN FRANCISCO 
OPERATING PLANTS IN CALIFORNIA - WASHINGTON - OREGON AND ARIZONA 
OFFICES IN NEW YORK AND CHICAGO 
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AGENCY CHIEF 
DEFENDS SYSTEM 


(Continued from Page 1) 


space. There were various methods 
of selling, some operating as exclu- 
sive agents, and others as jobbers. 
Commissions and _ discounts, of 
course, were split in all directions. 
The agent did not realize at that 
time that what he was selling was 
not space, but a method of communi- 
cation between business and the 
public. 

“As time went on, it was realized 
that not only was advertising of 
great potential value, but also that 
it had great potential risks, and the 
agency began to assume the job of 
reducing those risks to the lowest 
possible point. 

“The publisher had to rely on the 
agent to perform this necessary 
service for the advertiser, because in 
most cases the agent was the only 
point of contact between advertiser 
and publisher. Both looked to the 
agent to render this service, and to 
be paid for it out of his commis- 
sions. Thus the agent gradually 
emerged as the servant of both, be- 
cause of the common need to make 
advertising pay the user. 

“This system has served the inter- 
ests of both advertisers and pub- 
lishers with constantly increasing 
success. It has, I believe, resulted 
in lower rates, because without the 
agency the direct selling costs of the 
publishers would certainly rise. 
With a decline in the advertising 
volume of the publications, the ad- 
vertiser would pay higher rates. If 
not, the publisher would reduce the 
quality of the medium or increase the 
price charged the reader. In either 
event the advertising value of the 
medium would suffer. 

“With advertising now widely 
used, the need of developing new 
users grows less, while at the same 
time the necessity of providing ade- 
quate service for present advertisers 
becomes greater. The publishers 
should want to be sure that the serv- 
ice department of their business, the 
agencies, shall have adequate means 
of rendering this service.” 

In discussing the intangible values 
of the present agency system, Mr. 
Rubicam said it is vital that the 
agency provide services over and 
above those which may be required 
for any one advertiser, in order to 
insure the advance of the field as a 
whole. He listed the work done in 
the field of markets and distribution 
methods, the study and development 
of new and improved products, the 
scientific use of mediums, including 
the development of proper methods 
of employing new mediums as they 
come into the field, and the contribu- 
tions made to the mechanics of ad- 
vertising. 


Would Focus Attention on Price 


The services of the advertising 
agent, like other professional serv- 
ices, he said, are difficult to evaluate. 
Under a fee system, involving indi- 
vidual barter, attention would be 
focused on price, and the quality and 
extent of the services rendered 
would necessarily suffer. — 

Mr. Rubicam also suggested the 
advantages of having a considerable 
number of recognized advertising 
service stations, providing a wide 
range of choice for the advertiser. 
Furthermore, he asserted, it is often 
desirable for advertisers to change 
agencies, and they should have good 
agencies to which to turn. Agency 
compensation must provide means 
for agencies to tide over periods 
when their accounts are shifting. 

“Payment for agency service on 
the basis of a percentage of the 
amount which the advertiser finds 
it profitable to spend is the most 
equitable method of compensation 
which could be devised,” Mr. Rubi- 
cam said. “An attempt to pay on 
the basis of the value of the ideas 
supplied would be hopeless. Who 
originates ideas? What is an idea, 
and how much is it worth? To try 
to evaluate service on that basis 
would mean chaos.” 

That the advertiser buys space 


only as it is profitable for him to do 
so, Mr. Rubicam contended, is a 
sound thesis, even though there may 
be exceptions, and even though for 
au time an advertiser’s expenditures 
may be out of line in boom times. 
But on the other hand, both pub- 
lishers and agencies suffer with the 
advertisers in abnormal times. 

In emphasizing the importance of 
the professional skill of the agen- 
cies, which is an increasing factor 
in reducing the risks of advertising, 
Mr. Rubicam made the suggestion 
that a new study be undertaken by 
publishers on the subject of recogni- 
tion, so as properly to emphasize the 
professional and technical qualifica- 
tions of agencies, as well as their 
financial rating. Agencies, he said, 
would be glad to co-operate in an 
advisory capacity with publishers in 
conducting such a study, which, he 
insisted, would in no sense be in- 
tended to shut out small agencies. 


DRUG MEN PLAN 
LARGER BUDGETS 


New York, Oct. 20.—Thirty-eight 
out of 65 drug and toilet goods man- 
ufacturers who contributed informa- 
tion to a survey conducted by Drug 
Trade News, or 50.6 per cent, have 
either increased or plan soon to in- 
crease their advertising appropria- 
tions, the publication announces in 
its current issue. 

The average increase in appropria- 
tion for 23 who gave actual percent- 
ages is 22 per cent. Twenty-nine in- 
dicated that their appropriations had 
already been increased, while nine 
others planned an increase shortly, 
and 11 of the first group indicated 
that still further increases are con- 
templated. 

Of these manufacturers, eight 
make drugs; 11 toiletries; four sun- 
dries; two equipment; two closures 
and containers; two fountain sup- 
plies, and nine miscellaneous. Rea- 
sons given for the increase, in order 
of importance, were, expansion and 
competition; new products to be in- 
troduced; business improvement; 
and seasonal appeal. 

The survey revealed that 38 man- 
ufacturers divided their appropria- 
tion among mediums as follows: 
newspapers, 17.6 per cent; maga- 
zines, 32.6 per cent; direct mail, 22.1 
per cent; window displays, 6.5 per 
cent; radio, 8.1 per cent; samples, 8.4 
per cent; miscellaneous, 4.7 per cent. 

Figures for 16 companies indicate 
the 1933 budget of these manufac- 
turers will average $206,000. 


‘““Newark News’”’ 
Wins Award at 
State Meeting 


New Brunswick, N. J., Oct. 18.— 
For the third consecutive year New- 
ark Evening News has been awarded 
first prize for general excellence at 
the annual session of New Jersey 
Newspaper Institute held at Rutgers 
University. By winning first place 
three years the News secures per- 
manent possession of a cup awarded 
by the New Jersey Press Association. 

Other first awards were: 

For weekly and Sunday papers: 
best front page, Madison Eagle; best 
editorial page, Bergenfield Interboro 
Review; best classified advertising 
page, Westfield Leader; best sports 
page, Washington Star; general ex- 
cellence, Montclair Times. 

Daily newspapers: best front 
page, Paterson Evening News; best 
editorial page, Plainfield Courier- 
News; best classified advertising 
page, Asbury Park Evening Press; 
best sports page, Paterson Morning 
Call. 


Dailies and weeklies: best agri- 
cultural news, Newark Evening 
News. 


Tracy Gets Mitcham 


Potter & Moore, London, Mitcham 
lavender soaps and other toilet ac- 
cessories, has placed its account with 
W. I. Tracy, Inc., New York. Mag- 
azines and newspapers will be used. 


HEADS CHICAGO OFFICE 


oa 


Matthew G. Pierce 


Chicago, Oct. 13.—Matthew G. 
Pierce, who joined Ferry-Hanly Ad- 
vertising Company June 1 as vice- 
president, has been placed in charge 
of the Chicago office of that agency. 

Charles L. Collette, until recently 
vice-president of W. K. Cochrane Ad- 
vertising Agency, Chicago, has been 
appointed local manager. A. Brooks 
Taylor, vice-president, who has been 
dividing his time between the Chi- 
cago and New York offices of the 
company, will hereafter spend most 
of his time in Chicago. 

Earll W. Clements has been added 
to the Chicago staff. The copy de- 
partment continues in charge of H. 
Cc. Briney. 


MILK DEALERS 
EXHIBIT COPY 


Detroit, Oct. 20.—Borden’s Farm 
Products Company of Illinois, Chi- 
cago, won four first awards and 
three honorable mentions in the ex- 
hibit of milk dealer advertising held 
in connection with the annual con- 
vention of International Association 
of Milk Dealers here this week. 

W. A. Jimison is advertising man- 
ager of the company, and Charles 
H. Touzalin Agency, Chicago, han- 
dles the account. 

Other companies which received 
more than one award are: 

Abbotts Dairies, Inc., Philadelphia, 
G. G. Diffenbach, advertising man- 
ager, and Richard A. Foley Co, 
agency, two firsts and four honor- 
able mentions; Borden’s Farm Prod- 
ucts Co., New York, John Dobson, 
advertising manager, and McCann- 
Erickson, Inc., agency, two firsts; 

Wieland Dairy Co., Chicago, D. A. 
Tannler, advertising manager, one 
first and two honorable mentions; 
Dairymen’s League, New York, one 
first and three honorable mentions; 
Walker - Gordon Laboratory Co., 
Plainsboro, N. J., Alfred S. Cook, 
advertising manager, one first and 
one honorable mention; Biltmore 
Dairy Farms, Asheville, N. C., G. T. 
Gustafson, advertising manager, one 
first; Sheffield Farms Co., New 
York, three honorable mentions; H. 
P. Hood & Sons, Boston, and United 
Dairy Co., Chicago, two honorable 
mentions. 

Judges in the contest were: John 
B. Gaughen, president, Adcraft Club 
of Detroit; H. C. MacDonald, presi- 
dent, Walker & Co.; Guy C. Smith, 
Brooke, Smith & French, Inc.; G. K. 
Hebb, Evans-Winter-Hebb, Inc.; R. 
L. Yonker, advertising manager, J. 
L. Hudson Co. 


Has State Street “Day” 


State Street Council, Chicago or- 
ganization of retail merchants, spon- 
sored “State Street Day” Friday. 
Special sales heralded the event, 
which was widely publicized through- 
out the Chicago area. 


De Veaux in New Role 


Marion E. de Veaux, former execu- 
tive secretary of Advertising Club 
of St. Louis, has been named promo- 
tion manager for Kingsway Hotel, 
St. Louis. . 


KELLY ADVISES 
NEWSPAPERS 10 
EXTEND EFFORTS 


Chicago, Oct. 20.—That newspapers 
determine the kind of merchandise 
their advertising columns are most 
effective in selling and give disinter- 
ested advice to advertisers on this 
score was the suggestion given the 
Newspaper Advertising Executives 
Association by D. F. Kelly, president 
of the Fair, Chicago department 
store, at a luncheon today. 

Mr. Kelly also believes newspapers 
should maintain “shoppers” to re- 
port to department stores and other 
retail advertisers whether salesman- 
ship is satisfactory and whether re- 
tail salesmen’s knowledge of the 
goods is adequate. 

He concluded by urging news- 
papers to create a background for 
effective advertising by discussing 
stores and their services in a new 
type of editorial department. 

Mr. Kelly asserted that rate reduc- 
tions have gone as far as is healthy 
for all concerned—that the great 
problem now is not to cut rates, but 
to increase the efficiency of adver- 
tising. 

He cited State Street Day, sched- 
uled for Oct. 21, as an example of 
the kind of service that could be 
given by newspapers. 


Want Editorial Support 


“We have been asking for editorial 
support to help retailers merchandise 
their advertising,” he said, “but it 
has never been forthcoming. With 
the announcement that State Street 
retailers would combine to make 
offerings so attractive that the pub- 
lic would be unable to resist, news- 
papers finally recognized that news 
of this character could legitimately 
be featured and they proceeded to 
do so.” 

Illustrating the type of construc- 
tive criticism he had in mind, Mr. 
Kelly discussed current Gillette ad- 
vertising. He said one of his sales- 
women had no idea why the Gillette 
blue blade was better than the old 
type, in spite of the elaborate dis- 
Plays used by the store. 

Newspaper shoppers could ferret 
out weaknesses of this kind in mer- 
chandising and report back to the 
stores, he said. 

Continuing, he argued that it is a 
well known fact that certain papers 
produce greatest sales volume for 
certain types of products. He said 
publishers should concentrate on 
manufacturers of these products and 
spend less energy in getting adver- 
tising which has a poor chance of 
success because of the characteristics 
of the medium. 


Gets Cigarette, Cosmetic 


and Financial Accounts 


Dorland International, Inc., New 
York, has been appointed by the Con- 
dossis Tobacco Corp., Christy Cos- 
metics, Inc., Libaire & Co. and Iodo- 
bor Corp., all of New York. 

Newspapers and magazines will be 
used for the cigarette account, and 
a special Christmas package cam- 
paign will be put on in New Eng- 
land. 

The cosmetic house is introducing 
a lipstick sampler with eight shades, 
which will be advertised in Eastern 
newspapers. 


“Pictorial Review” Gets 
250th Campbell Copy 


The color page used by Campbell 
Soup Co., Camden, N. J., in the Oc- 
tober issue of Pictorial Review was 
repeated without charge in the No- 
vember number as the publishers 
heralded it as the 250th Campbell 
Soup advertisement in that maga- 
zine. 

The first copy used, a single col- 
umn in June, 1911, was also repro- 
duced. 


Meyers Joins Cole 


Paul A. Meyers, for the past two 
years middle western representative 
of Sports Afield, Minneapolis, has 
joined F. E. M. Cole, Inc., Chicago 
representative. The name has been 
changed to Cole & Meyers, Inc. 


—__——_. 


Advertising to 
Get Millions If 


Beer Comes Back 


Chicago, Oct. 19.—Brewers are 
prepared to spend from $10,000,000 
to $15,000,000 in advertising, as soon 
as beer is legalized, Oscar Vogl, mer. 
chandising director, Pabst Corpora- 
tion, Milwaukee, told the Major Mar. 
ket Newspapers, Inc., at its annual 
convention today. 

Mr. Vogl added that his own com- 
pany is prepared to start operations 
on a moment’s notice, and to run 
twenty-four hours a day. There are, 
however, only 187 completely 
equipped brewing plants in the 
country today, compared with 1,100 
which were in operation when na- 
tional prohibition arrived. 

In his discussion regarding the 
advent of beer under the anticipated 
changes in legislation, Mr. Vogl 
indicated that the brewers have 
plenty of problems of merchandising 
and distribution ahead of them. 

Among the questions they are 
studying are changes in the public 
taste due to the activity of home 
brewers, whose product, Mr. Vogl 
insisted, is “terrible.” It may be 
necessary to create a new genera- 
tion of beer drinkers to replace 
those who have got out of the habit 
or who have been unable to get 
good beer. 

Another thing worrying them is 
whether speakeasies will continue in 
business as legal distributors of 
beer. The brewers, the speaker said, 
are anxious to operate, when their 
product is legalized, in a clean and 
legitimate way, keeping the business 
out of the hands of bootleggers and 
racketeers. 

More direct sales to homes may 
be the answer, he suggested. 


“Pictorial Review” 
Award to Miss Keller 


Helen Keller has been awarded 
Pictorial Review’s $5,000 Achieve- 
ment Award for 1932 in recognition 
of her devotion to the cause of those 
deprived of sight and hearing. 

The award committee comprised 
Bruce Barton, Mrs. Stanley Resor, 
United States Senator Arthur Capper, 
Mme. Louise Homer, Clark Howell, 
Otto Kahn, Dr. Henry Goddard 
Leach, Edwin Markham, Mrs. Henry 
Peabody, Mrs. Mary Roberts Rine- 
hart, Carl Sandburg, Mrs. John F. 
Sippel, Ida Tarbell, Augustus Thomas 
and Mary E. Woolley. 


Briggs to Publish New 


International Magazine 


Trade of the World, a monthly 
promoting international trade and 
travel, will be published in January 
by the Thomas W. Briggs Publishing 
Co., Empire State Bldg., New York, 
with the sponsorship of the Asso 
ciation of Secretaries of Foreign 
Chambers of Commerce in_ the 
U. S. A,. Ine. 

The editorial staff will be com- 
posed of members of the sponsoring 
organization, and the magazine will 
campaign against unreasonable tal: 
iffs, embargoes, contingent quotas 
and other obstructions to foreign 
trade. 


Jackson Heads Southern 


Circulation Managers 


H. E. Jackson, Chattanooga News, 
was elected president of Southern 
Circulation Managers Association at 
the annual meeting in Jackson, Miss. 
last week, succeeding J. M. Black, 
New Orleans Times-Picayune. E. D. 
Hood, Savannah Morning News, is 
first vice-president. 

Next year’s session will be held in 
Pensacola, Fla. 


Elbert Haight Dead 


Elbert E. Haight, president and 
business manager, Concrete Publish 
ing Co., Chicago, died Oct. 15. He 
was previously western manager of 
Class Journal Co., and served as 4 
member of the executive committee 
of Associated Business Papers for 4 
number of years. 


S. N. P. A. Has Bulletin 


Southern Newspaper Publishers’ 
Association, Chattanooga, has begul 
publication of a monthly advertising 
bulletin. The regular weekly bul 


letin will be continued. 
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MAKING 


ADVERTISING DOLLARS 
WORK HARDER 


ATIONAL advertisers demand more value from every medium—and they know they are 
N getting a bigger dollar's worth today in Outdoor Advertising than ever before. 


The General Outdoor Advertising Company offers maximum service with minimum econ- 
omy. Its broad experience in serving every type of account is supported with an organization 
including experts in every phase of Outdoor Advertising. 


Don't spend 1932's thrifty dollars without full control of your marketing activities through 
the new surveys of the flow of traffic and retail business supplied for every one of the thirty- 
_ seven major markets served by the General Outdoor Advertising Company. 


First-hand, behind-the-scenes information never before available points the way unerr- 
ingly to increased sales and distribution. 


The resources of the General Outdoor Advertising Company are at the disposal of every 
advertiser and every advertising agency. Whether you are interested in one market or a na- 
tional campaign, the General Outdoor Advertising Company is ready to serve you. 


Let us help you to put lazy advertising dollars back to work! 


General Outdoor Advertising Co. 


Harrison and Loomis Streets Chicago, Ill. 


Operating in thirty-seven major markets 
and over 1400 other cities and towns 
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Plymouth Six Is 
Ready for Market 


Announcement of the new Ply- 
mouth Six is awaiting completion of 
the promotion program according to 
officials of the Plymouth Motor Corp., 
Detroit. 

“Floating Power” will be featured 
in the talking points. 


Fix Canadian Dates 
Association of Canadian Advertis- 
ers will hold its annual meeting at 
Toronto Nov. 3-4. Miss Florence 
Clotworthy, Federal Bldg., Toronto, 
is secretary. 


Grunow to MacFarland 

Grunow Corp., Chicago, has placed 
its account with Hays MacFarland 
& Co., Chicago agency. 


A SIMPLE secret of 
selling—concentrate 
on the dealer's store. 
Better your dealer 
displ ay—and you 
automatically better 
sales! Consult 


EINSON-FREEMAN CO. 
LITHOGRAPHERS 


Specnah zing 
 WANCOW cond 


store display 
adverpising 


NEW YORK. . Starr & Borden Aves., fone Island City 
CHICAGO, ILL..............--. Wrigley Building 


TON, MASS........ 302 Park Square Building 


Jahn & saiuer Hgaill 
ie 


4 ~and eo 
who Know ther hustuess 


Jahn & Ollier Cagraving 


Telephone MONroe 7 


817 ™ Washington ae naa 
AGO 


y 


A Complete 
Prodaction Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO - 210 So. Despliaine St. 


and 34 other cities 
| £B4144444444 


LOCAL LINEAGE 
SHOWS UPTURN 
IN SEPTEMBER 


New York, Oct. 20.—Retail busi- 
ness was more nearly equal to last 
year’s volume in September than in 
either July or August, if local line- 
age figures for 114 daily newspapers 
in 30 principal cities of the United 
States are accepted as a criterion. 

The figures, compiled by New York 
Evening Post, show that local lineage 
for the group equaled 81.2 per cent 
of the September, 1931, total, as com- 
pared with 75.3 per cent in August 
and 76.4 per cent in July. The June 
figure was 82.75 per cent. 

Lineage in Louisville, which most 
closely approached normal in August 
and June, was relatively highest in 
September, the figure being 96.5 per 
cent of September, 1931, volume. 

Richmond, Va., with 95.6 per cent, 
and Philadelphia, with 95.5 per cent, 
followed closely. Other cities ap- 
proximating the 90 per cent figure 
during September were Providence, 
R. I., 93.9; Boston, 91.4; Washing- 
ton, D. C., 90; St. Paul, 89.7; and 
Denver, 89.5. 

In August only two cities, Louis- 


—| ville and Denver, approached the 90 


per cent figure, and the same was 
true in July, when New Orleans and 
Buffalo were the leaders. 

Four cities, Louisville, Buffalo, 
Philadelphia, and Boston, had more 
than 90 per cent of their June, 1931, 
volume in the same month of 1932. 

Ten papers of the 114 for which 
figures were compiled showed gains 
in total lineage during September. 
They are Chicago Herald and Ex- 
aminer; Philadelphia Evening 
Ledger; Philadelphia News; Balti- 
more Post; Washington Evening 
News; St. Louis Star; Louisville 
Herald-Post; Chicago Evening Post; 
Chicago Times; Boston Record. 

Local lineage for the entire group 
dropped 10,101,087 lines in Septem- 
ber, as compared with September, 
1931. National lineage dropped 
3,688,969 lines. 


R.C. Grahl Joins 
Packer, Central 
Groups in East 


New York, Oct. 19.—R. C. Grahl, 
until recently vice-president and sec- 
retary of Reddington Agency, Inc., 
New York, has been appointed spe- 
cial sales representative in the East, 
with headquarters in New York, for 
Central Outdoor Advertising Co., 
Inc., Cleveland and Toledo, Ohio; 
The Packer Corporation; The Packer 
Adv. Corporation; Packer of Florida, 
Inc.; Sunset System of San Antonio, 
Texas; and all subsidiary com- 
panies. 

This group operates outdoor ad- 
vertising plants in 523 cities and 
towns in 13 states, constituting one 
of the largest operating groups in 
the outdoor advertising field. 

Prior to his long connection with 
Reddington Agency, Mr. Grahl was 
associated with Poster Advertising 
Co., and has been intimately asso- 
ciated with such outstanding out- 
door advertising campaigns, over a 
period of years, as Camel cigarettes; 
Standard Oil Company of New Jer- 
sey; Buick Motor Company; General 
Cigar Company, and others. 

Mr. Grahl has: opened offices for 
the Packer and Central group in the 
Lincoln Building, New York, and as- 
sumes his new duties immediately. 


Nash with Agency 


George D. Nash, for three years 
with Tracy-Locke-Dawson, Inc., has 
joined the staff of Brennan, Brown 
& Williams, Inc., Dallas, Tex., as 
account executive. 


Sells Radio Listings 


Cincinnati Times-Star is now ac- 
eepting one-inch display advertise- 


ments in its radio columns. 


SEPTEMBER NEWSPAPER LINEAGE IN 30 CITIES 


City National Local Classified Totals 

1932 1,582,380 5,798,794 1,738,073 9,806,097 

i. See 1931 2,204,743 7,615,576 2,066,397 12,891,388 
Dift —622,363 —1,816,782 —328,324 —3,085,291 

1932 787,173 2,303,766 1,054,227 4,887,277 

ET eer 1931 965,751 2,875,101 809,907 5,340,333 
Dift —178,578 —571,335 + 244,320 —453,056 

1932 669,865 2,647,556 1,046,017 4,573,751 

PRUNOENEE. caceecesrcs 1931 855,378 2,772,502 1,154,371 5.155,249 
Diff —-185,513 —124,946 —108,354 —581,498 

1932 403,816 1,565,452 552,510 2,586,780 

DO cs evidetteutkéssoe 1931 640,794 1,879,136 629,188 3,221,414 
Diff —236,978 —313,684 —76,678 —634,634 

1932 410,143 1,278,927 408,073 2,097,143 

DD, acacavncuse ccs 1931 641,986 2,022,109 573,354 3,237,449 
Diff —231,843 —743,182 —165,281 —1,140,306 

1932 430,705 1,582,800 429,825 2,443,330 

ee Ce wd seekenkieees 1931 519,220 1,874,680 520,860 2,914,760 
Diff —88,515 —291,880 —91,035 —471,430 

1932 734,721 2,161,679 645,072 3,733,239 

PD Gicudiseeeencous 1931 922,142 2,365,279 811,588 4,409,546 
Diff —187,421 —203,600 —166,516 —676,307 

1932 589,987 1,668,720 576,684 2,835,391 

SN: kcsccekseuns 1931 769,159 1,918,211 731,074 3,418,444 
Dift —179,172 —249,491 —154,390 —583,053 

1932 625,814 1,816,150 776,916 3,218,880 

SG BOGS ccc vccscese 1931 889,658 2,508,996 1,097,026 4,495,680 
Dift —263,844 —692,846 —320,110 —1,276,800 

1932 360,107 1,224,098 302,918 2,070,723 
re 1931 341,565 1,446,859 387,867 2,399,623 
Diff +18,542 —222,761 —84,949 —328,900 

1932 597,874 1,145,211 616,469 2,359,554 

San Prancieee.......s- 1931 704,234 1,586,539 798,375 3,089,148 
Dift —106,360 —441,328 —181,906 —729,594 

1932 365,455 911,293 251,769 1,528,517 

ED. anv ecavescene 1931 437,384 1,259,976 336,906 2,034,266 
Dift —71,929 —348,683 —85,137 —505,749 

1932 557,373 2,175,853 828,795 3,562,021 

WT ORRNNOE 666 600086005 1931 688,194 2,418,768 874,430 3,981,892 
Diff —130,821 —242,915 —45,635 —419,371 

1932 315,294 1,249,346 363,510 1,928,150 

eee eee 1931 442,218 1,526,770 505,834 2,474,822 
Diff —126,924 —277,424 —142,324 —546,672 

1932 372,251 1,562,124 507,999 2,513,281 

WOW OCUIGRRE sc cc cccccns 1931 410,081 1,801,172 515,069 2,863,454 
Diff —37,830 —239,048 —7,070 —350,173 

1932 373,204 1,341,502 420,342 2,158,207 

SEEMMORDONS 0 ccccceesss 1931 468,630 1,657,136 476,916 2,649,893 
Dift —95,426 —315,634 —56,574 —491,686 

1932 352,232 832,508 390,416 1,689,267 

SEE £660 e00000008005 1931 377,436 1,125,249 581,911 2,274,667 
Diff —25,204 —292,741 —191,495 —585,400 

1932 296,640 1,166,736 385,191 1,848,567 

Indianapolis ........... 1931 387,117 1,344,981 439,332 2,171,430 
Dift —90,477 —178,245 —54,141 —322,863 

1932 219,635 821,546 290,004 1,406,983 

OO bo cskn dss scsevs 1931 240,873 917,370 362,323 1,667,334 
Diff —21,238 —95,824 —72,319 —260,351 

1932 319,918 1,197,438 342,597 1,859,953 

PROVIRORSO ccccccecvess 1931 422,606 1,275,098 409,934 2,107,638 
Dift —102,688 —77,660 —67,337 —247,685 

1932 250,299 1,106,024 297,593 1,653,916 

Cole. ns 00 d0sd nner ee 328,895 1,510,135 375,708 2,214,738 
Diff —78,596 —404,111 —78,115 —560,822 

1932 281,799 1,254,811 258,313 1,795,381 
ee eer 1931 383,505 1,299,113 296,566 1,979,626 
Diff —101,706 —44,302 —38,253 —184,245 

1932 377,006 1,180,718 285,292 1,843,016 

es Fi cc cccwaseisves 1931 479,178 1,316,798 346,794 2,142,770 
Dift —102,172 —136,080 —61,502 —299,754 

1932 247,640 638,518 364,926 1,251,084 

CINE sovececascavacs 1931 319,295 950,125 470,361 1,739,781 
Diff —71,655 —311,607 —105,435 —488,697 

1932 173,159 788,004 _ 274,376 1,288,234 

POEM \sgevkeatecvensaee 1931 210,115 982,545 276,921 1,545,937 
Diff —36,956 —194,541 —2,545 —257,703 

1932 241,836 808,696 140,560 1,191,092 

STORER viens ceeccee 1931 284,970 1,200,752 227,304 1,713,026 
Dift —43,134 —392,056 —86,744 —521,934 

1932 193,093 778,744 251,281 1,322,065 

eS erreerrr rere 1931 220,357 814,896 278,112 1,440,203 
Dift —27,264 —36,152 —26,831 —118,138 

1932 258,132 1,240,372 242,592 1,741,096 

RO. oak. nd 6 44605464%0 1931 366,646 1,486,198 325,892 2,178,736 
Dift —108,514 —245,826 —83,300 —437,640 

1932 282,240 969,048 393,400 1,689,688 

SROURtON oc iicss $6 bde we 1931 356,888 1,481,490 543,662 2,427,040 
Diff —74,648 —512,442 —150,262 —737,352 

1932 260,765 558,024 223,713 1,042,502 

ee eee 1931 340,507 641,985 245,441 1,227,933 
Diff —79,742 —83,961 —21,728 —185,431 

1932 12,930,556 43,774,458 14,659,453 73,925,185 

PO 0k. obs vroiaeurs 1931 16,619,525 53,875,545 17,469,423 91,407,720 


Diff —3,688,969 —10,101,087 


—2,809,970 —17,482,535 
—New York Evening Post. 


Minneapolis Advertising 
Groups See Exhibit 


Twelve advertising and allied or- 
ganizations in the Twin Cities spon- 
sored a dinner and printing exhibit 
in Minneapolis Oct. 19. Speakers 
were R. M. Beckwith, Minneapolis 
Paper Co.; Fred Marsh, Bureau of 
Engraving; and Archie L. Getchell, 
Minneapolis Club of Printing House 
Craftsmen. 

Among the sponsoring organiza- 
tions were Advertising Club of Min- 
neapolis, Women’s Advertising Club 
of Minneapolis, and numerous print- 
ing organizations of Minneapolis and 
St. Paul. 


Boucheron’s New Rating 

Pierre Boucheron, advertising and 
sales promotion manager, R. C. 
Victor Co., Camden, N. J., has been 
advanced to the rank of Lt. Com- 
mander in the U. S. Naval Reserve. 


Runs Popularity Contest 


Terre Haute Tribune-Star, in co- 
operation with local merchants, is 
again sponsoring a popularity con- 
test in which the prize is a trip to 


Europe. 


Colangelo and Knill 
Form Art Organization 


Theodore Colangelo and Charles P. 
Knill, Jr., have organized Colangelo 
Studios, Inc., 441 Lexington Ave., 
New York. 

Before launching the new adver- 
tising art service, Messrs. Colangelo 
and Knill were art director-treasurer 
and sales representatives, respec- 
tively, of the Herbert Chase Organi- 
zation, Inc., New York. 


Form Denver Juniors 


A junior advertising club, affili- 
ated with Denver Advertising Club, 
has been formed by 25 graduates of 
Denver University School of Com- 
merce. Otto Pfretzschner is presi- 
dent; Edgar Harvey, vice-president; 


A.| Lulu W. Crum, secretary, and Wil- 


bur Rebell, treasurer. 


Newspaper Boys Appoint 


Newspaper Boys of America, Inc., 
Indianapolis, has named Russel M. 
Seeds Co., Indianapolis, to direct ad- 
vertising of its new plan of news- 
paper circulation, which embodies 
boy welfare work and regular sales 
and service training. 


— 
———— 


Enters Display Field 


Mergenthaler Liontype Co., Brook. 
lyn, has organized Motion Displays, 
Inc., to manufacture motion devices 
for display use. The same com. 
pany has organized Wil-X-Mfg. Corp, 
to make fire extinguishers. 


Account for David 
Van Duyne & Moran, St. Paul, fur. 


niture and office fixtures, haye 
placed their account with David, 
Inc., St. Paul. Class publications 


will be used. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


SITUATION WANTED — Steno- 
bookkeeper, over ten years’ experi- 
ence, 8 with national adv. agency, 
thoroughly exp. adv. detail, wants 
Chicago position. Available at once, 
Phone Central 6693. 


GET THESE FACTS 


On Direct-to-the-Home 
Sampling & Distribution 


LL us explain how na- 
tional advertisers use 
the services of “Big 4” in 
conducting advertising and 
sampling campaigns. 
You'll be surprised: the 
results achieved—the co- 
operation we furnish—the 
low cost—the possibilities 
for greatly increased sales. 
Our library of Direct-to- 
the-Home advertising lit- 
erature is open to every 
interested advertising 
agency or advertiser. 


Big 4 Advertising Carriers 
20 E. Eighth St. Chicago 


new 
money! 


Iowa sells 12,000,000 hogs 
annually. The recent price 
rise of 47% for hogs gives 
Iowans a tremendous NEW 
SPENDABLE INCOME! 
Reach it through the state 
wide circulation of The 


@ Des Moines 


Register and Tribune 
245,241 Daily 


Anything 


Advertising 


CaN bette 


Advertising Agency 
Worcester, Mass. 


Anytime Anywhere 


BEST BY COMPARISON 
“AJA X= __| 
PHOTOSTAT 


COPIES 


«=m LET US SERVE YOU == 


_33W.ADAMS ST. _ CHICAGO } 


ARTCDNS 
for advertisers 
SiD 
HIX 
29 QUINCY ST CHICA 
HARRISON 320 
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ADVERTISING AGE 


October 22, 1932 


LORD & THOMAS 
NAMED BY PRUNE 
GROWERS’ POOL 


Long- Awaited National Cam- 
paign to Start Soon 


San Francisco, Oct. 20.—The much 
delayed national advertising pro- 
gram for California Prune Pool, co- 
operative group of prune growers 
which recently completed its organ- 
ization following months of effort, 
has moved one step nearer fulfill- 
ment with the appointment of the 
San Francisco office of Lord & 
Thomas to handle the account. 


Plans for the national campaign 
are now being perfected, and it is 
anticipated that action will start 
shortly. Between $400,000 and $500,- 
000 will be available, it is estimated. 

Important prune men have been 
hard at work for many months, bend- 
ing their energies toward the suc- 
cessful formation of the pool. Last 
February, working with the Federal 
Farm Board, the California State 
Department of Agriculture, and the 
University of California’s Giannini 
Foundation, they developed a plan 
whereby orderly marketing could be 
accomplished through co-operation 
of the industry’s three factors (mem- 
bers of the already-existing Califor- 
nia Prune & Apricot Growers Asso- 
ciation, non-member growers, and 
packers). As the crop year pro- 
ceeded, it became apparent that the 
plans were well-considered;  evi- 
dently a harvest of some 220,000 
tons would be gathered in the state, 
compared with a normal crop of 
200,000 tons, and prices were scrap- 
ing bottoin. 


5,000 Growers Represented 


A goal of 85 per cent of the state 
crop was set for pool-control. But 
as late as August 10, when the 
sign-up campaign was originally 
scheduled to end, considerably less 
than 85 per cent of California’s ton- 
nage had been signed up. The date 
was extended to August 20, and 
again to September 2. Some 5,000 
growers eventually signed contracts; 
they were asked to modify the con- 
ditions so that 80 per cent would be 
effective. 


Hugh S. Hersman of Gilroy is 
president of the pool, headquarters 
of which are at 226 Sansome Street, 
San Francisco. Hersman was head 
of the Statewide Prune Growers 
Committee, which conducted the 
sign-up campaign. 

Toward advertising, pool-member 
growers will pay $2.50 a ton on 
standard-sized fruit, $1.00 a ton on 
smaller sizes, and packers who buy 
from non-member growers will be 
assessed accordingly. The Califor- 
nia Prune Pool’s 1932-33 advertising 
appropriation should _ therefore 
amount to between $400,000 and 
$500,000. 

California prunes, which account 
for five-sixths of the total American 
crop and more than one-half of the 
world crop, stand in need of co-op- 
erative advertising. Before 1932 
there had been attempts to form or- 
ganizations strong enough to carry 
on such a campaign. A “California 
Prune Marketing Plan” was pro- 
Posed in 1927, with aims similar to 
those of the pool, but an insufficient 
humber of growers were convinced 
of its value. Again, in 1930, the 
“California Prune Institute’ gave 
Promise of accomplishing something 
in the way of price stabilization and 
effective marketing, but failed for 
the same reason as the “Plan.” 


Consumption Is Static 


Twentieth-century prunes have 
been subject to the same increase in 
Production that has characterized or- 
anges, apples, and many other fresh 
fruits. California’s output, for ex- 
ample, grew from 105,000,000 pounds 
in 1907 to 280, 000,000 pounds in 1926. 
But they have had sharp competi- 


domestic field no friendly vitamin 
has boosted their case; the prune, 
to most American consumers, has 
remained merely a symbol of the 
boarding-house breakfast. Prune con- 
sumption per capita has held prac- 
tically constant for the past decade. 
This is true despite fairly consist- 
ent advertising on the part of the 
California Prune & Apricot Grow- 
ers Association, which has _ repre- 
sented as little as 28 per cent of the 
state industry, and never more than 
75 per cent of it, but has been ad- 
vertising “Sunsweet Prunes” since 
its inception in 1921. Last year, for 
example, representing about 35 per 
cent of the state total of 165,000 tons, 
the association spent $250,000 in ad- 
vertising. 


Cigarettes Are 


Now Corn Tipped 


Virginia Rounds, product of Ben- 
son & Hedges, has introduced a corn- 
tipped cigarette in selected spots in 
certain cities. 
The cigarettes also come in cork 
and plain tips. 


B. H. Anthony Dies 


Benjamin Harris Anthony, former 
publisher of the New Bedford 
(Mass.) Standard and a former vice- 
president of the Associated Press, 
died this week at the age of 69. 


0. A. A. TO HEAR 
DISCUSSION OF 
HARVARD STUDY 


(Continued from Page 1) 


vard reports will be presented. The 
Wednesday afternoon session will 
be devoted to national sales develop- 
ment, with Kerwin H. Fulton, presi- 
dent, Outdoor Advertising Incorpo- 
rated, presiding. 


Thursday morning the general 
topic, “Merchandising Co-operation 
Produces Business,” will be dis- 
cussed by Harry Crawford, Craw- 
ford Advertising Agency, Mobile, 
Ala. W. Rex Bell, president, Thom- 
son Symon Company, Terre Haute, 
Ind., vice-president of the associa- 
tion, will speak on “It Has to Be 
Done.” 

Mr. Michael will again preside at 
the Thursday afternoon session, at 
which R. W. Olmsted, chief engi- 
neer, Foster & Kleiser Company, will 
talk on plant operation policies; and 
Harry S. Rogers, secretary, Outdoor 
Advertising Association of Indiana, 


ARRANGES PROGRAM 


W. Rex Bell, general chairman of 
the convention organization. 


will speak on state and trading area, 
market, traffic and plant surveys. 
The value of a public policy to 
gain and hold public good will is to 
be discussed at the Friday morning 


session by Myles Standish, Stand- 


15 
ish-Barnes Company, Providence, 
R. L, and Mrs. Harry Lilly, public 


relations counsel. H. C. Macdonald, 
president, Walker & Company, De- 
troit, will preside. 

The final session will be devoted 
to legal and legislative subjects, with 
J. B. Stewart, president, Dixon & 
Stewart, Clinton, Ia, and vice-presi- 
dent of the association, in the chair. 
W. E. Beehan, legislative represen- 
tative, General Outdoor Advertising 
Company, and George L. Knapp, 
secretary, Outdoor Advertising Asso- 
ciation of Oklahoma, will speak on 
the 1932-33 legislative program. 

W. Rex Bell is general chairman 
of the convention organization and 
chairman of the program commit- 
tee. Other members of this commit- 
tee are: 

John Paver, secretary of the na 
tional association; H. C. Macdonald; 
P. L. Michael; J. B. Stewart; K. H. 
Fulton; B. W. Robbins, president, 
General Outdoor Advertising Com- 
pany, Inc., Chicago; and Charles M, 
Bryan, manager, Indianapolis branch, 
G. O. A. 


Form “D. D. Knight” 


D. D. Knight, J. Kenneth Cowhey, 
Margaret B. Moser, Alwin E. 
Schmidt and Frederick A. Toerper, 
artists, and Charles Trefts, photog- 
rapher, have affiliated, with head- 
quarters in Hotel Claridge, St. Louis. 
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“WHERE TO BOY IT” 
am ee a b1.AT lantic-9180 


Cement—Portland 
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In 1 to 25,000 separate towns you 
can tell them “WHERE TO BUY IT” 


tion in foreign markets, and in the 


“Where to Buy It” Service—Bell System’s con- 
tribution to modern merchandising—is as valuable 
to manufacturers with sectional or spotty distribu- 
tion as to those with intensive national distribution. 


Whether your distribution is limited to eight or 
ten towns or whether it includes the full 25,000 
where telephone books are distributed—you will 
find that “Where to Buy It” can be tailored to fit. 

“Where to Buy It” is based on this simple prin- 
ciple: Prospects can’t readily buy your product or 
service until they know WHERE to buy it. 


“Where to Buy It” directs your prospects to your 
authorized local dealers. Your local representatives 
—names, addresses and telephone numbers —can 
be listed under your own trade name in classified 
telephone books wherever you have distribution. 


Users of “Where to Buy It” include large manu- 
facturers whose trade names are known by all, and 
small manufacturers who are known prin- ¢ 


names as Ford, Alliance Insurance, Multistamp, 
General Electric and RCA Victor. 


Ask your advertising or sales counsel for full infor- 
mation. Or write or telephone: Trade Mark Service 
Manager, American Telephone and Telegraph Co., 


195 Broadway, New York (EXch 


ange 3-9800)—or 


208 W. Washington Street, Chicago (OFFicial 9300). 


A typical “Where to Buy It” listing. It makes author- 
ized dealers easy to find . . . Thus it makes sales more 
certain . . . checks substitution at the point of sale. 


> é $ * i 
J ot) Pm 
: me -_— a ee ee 3 : 
Bek 
| | | -_ 
. : Sepik 
' | St al 
: ae: es a ey. a 
: —— : 
7 i : = 
‘ < > % i i 
tr. ‘ ' i, je ; . 
. F ‘a 
7 ee = 4 - é, is 
’ ae ie oo. omme re psd 
1s = — Wy a : 
‘ ” ae : pee e 
= ae ee — 
: i 4 * 7 Ay a 
Jigs " oe. 2 
‘ caaesiieiie cON iat ine ee a ee ca 
i ones ie Jae, Bi a ce 
Pt pee eee ee - 
Gy Neb eo eS in, CR an P 
a Siete Tea ge cena eee 
TEN Gh Gone LIS is 2 eo aa ee Ce te ers a 
40 Pe iene eG eat 
ui Bat ge 20 Nan 
| eee 
ei Clank es tt 
a Slee eee 
ri- , ed a atin Ae, ee wy . * 
| Rae ed ergs, 
ts ae i ‘ A 
uaa Pane’ 
: aa ae ie 
PO a ee 
we os 
ee ooOoOQOoOoeeeeeeeeesSsSsSsSsSsSsSsSsSsSsSsSsSsSsSsSmamoooe... —WOOSOSST ae) ear.” 
: Re 
ee Eirini Meee eee yi OS ia at ek i ea a me i 2h oa ae Se ee eee Ae ii 5: ane 
eee ; cee ee ee ee ee ee a a RE aes aa ea 
si Pert me oN os i SS. ie ee oe ai : 
frees Hentai ae a i: 
fu a Seca sopen ions: Ses 4 - \ 
CLASSIFIED TELEPHONE DIRECTOR; ><> \\ 
me > _— SSS “ \ 6 
ae es ‘\ 
1) Cement-Guns pmew;:/V atk \’ <8 \\ 
fy... .CH urchil-3678 “CEMENT - GUN” Fz a \\ \ 
“ig tO mire 9947 ia the trade name ee \ ; ' \\ 
B av.BR endywn-3146 and trade mark (EMENT (UN 253 is \ 
ot the machin 2mete=--esa C \\\ % 
. Ba ta pee es a 
plaseo av. LE high-1505 A c Ps st 
Mice 5st: tae ee ee 
Zz = Bip Ia S. 
ee ie ya a ey as : 
i: a ben Salon Coaty Andon 1D : ——— | 
2 ed Wal pee re \ 7 a 
: es Braddock Catholic Cemetery Co (\ ee Ppa hee 
Wile \ we ; ce Mune \ Meissen i, 
Aa a, 1049 Jones (\ One” ros th eins 
ge Calvary Come Mies eee Coe 
gisy tis . Pee eS epre on eas 
one? en. cae em : 
go eat ali es ee er 
‘is Rens : og Sonoran . ar ee ihe pacer Solari. 
. : a : 3 oe ae ae pa = melee pee ae Fp. - ae coon eo ee ee Se ae A + ch ede olen Si ae a. Ss 
Me ee eee tee ieee ‘tet Suey aaah ee ‘ iva ieee a aes geet 5 ee a ; Tg ee 
i ee 
1088 ae 
rice “i | 
‘ives = 
‘EW es ‘es rn 
ME! — 
Pr pa 
tate- e 
he 
~ a i EO 
7 
in 9 
er 
a Bice: 7 
2. 7 ape: 
hing : a 
Ba Ay c 
a 
fre 
yhere ec crtCG 
— : 
EET RE 
- 7 ‘ RAR RRS GSE 
qmsees. Ss piak®, mic . 7 
One, DIRECTO. gxectiOMne : 
= : abe i. ie 
ng mmm kg er 
~ t mis de ee esters ae Son Se 
oka AT weste sey < “Shee Spe vagecen . 
: 6a) Weedew eS Cs ee 3 GU to e™ ar 1t” 
cae ta z ue arate pur . & 
a _ SS eae se =, ny 
3 ve} voy “ve S = Loe mat ’ ~~ 
eee nego | ~~ ae co oe cS 
elle es ns 203 oe Biers Se 1 hg : 
NS otis <r AT tant ail eS Sa 
ed SS . ae : oo . SS 
3 es sa ate, a at oe 
4\cAG? cipally within their home-state borders. 
@ ‘ 
2 In the former group are included such 7 
| 
= i ae Pe ; ‘ : = 
ioe ; Poe 9 oe soma Soe Tete 2, ser 
aes, pas eae is hee Ss Fare Fae a ces SM ON Lae t,o Seg mI ion Geet Siece a) eee Sages AU A a via 53 ee 
‘ages. eee a ee rae ane ec aA Da ea rer mre Pen cee 
re . poseaes waa ande ED EER SC : i = Sg ea rf Seay teat Fe SS eee ‘ PrN ys os as Se Saher es Ea ey SS = =o brine Aare 4 beet 
ge ne Ce ie = a “ a sie: A ater ae Cen rer Se se pars ee an a ae xg sib eee ase: on Oe a ei pede | Ls os Ui ea Oe “i ore : oe ee atetat ee . 5 Pee os ae: % Be ery. its ar a se He as 
Piel h naar Pe 8k ae ihe, Be OEM Ee + yar’. NEM SMEAR near chee See |) eg ener ee! ae te a0 POE Gee St eee Soe 
igi me. oe ego! ae See a es eo pean ere Beas ty tee ere ee ST ee ed glicaatie aes ee MR ae a ty ea Pee 
OO hike igen EB og Se ages ns ects Seer oi a gies ieee, On ee vi oath ag SR oA LI GeO 2S Otel eM cs oe 
1, Seer ORE ay a imei, 5 sche fe Me ai as ei Maen, 2, GSN uaa I a it sie te Ny 2 5 aed Remit SEI, a) ta eae lta Sl 0. eigen we BUCY gta “Lge ea a Sha 


PHOTOGRAPHI 
REVIEW OF TH 
WEEK 


DEL MONTE DIRECTS APPEAL TO MEN 


“W. haven't 
had a 


COFFEE 


Man, you have our heart-felt sympathy ! 
We know how often the only thing that makes 
ti while is a real cup of coffee, 

Of coune, when we say coffee we mean coffee 
deep, nut-brown, mellow, satistying! The kind of 
coffer flavor that sagar and cream can’t hide—that 
makes the whole morning seem brighter. 

Ien't chase the kind of coffee you're looking for?” 
Weill, here it is ! What better recommendation could 
you want than the name Dex Mowrr? 

You know what this brand stands for on vege- 
tables and fruits -- on coffer: it means just as much! 

In bringing you coffer, we're willing to accept 
“aly a small traction of the world’s finest crops. 
We roast it and pack it just as carefully as we 


the motning wort 


vacuum packing to bring you ryper-freshness. 


* 


——. 


decent cup of : 


in ZO years” 


‘Why wait any longer ~Try 


Del Monié 


<<, — : 


handle every onc of the other Dri, Mowre Food Produds, 
And finally, we go the limit to get it o you just as fresh 
as it comes from our toasters. We even developed super- 


Don't take our word for ail this. If you're “fed up” 


with the cotfees you've been having, do just one thing. 
Remind yopr wife, neat time she orders any Dut. Monts 
Produ@, to get a can of Det. Moxrx Coffee. 

This litdle experiment costs you less than a cent 3 cup. 
But what a thrill ic will give you! 


Coffee 


THE MODERN COFFER FOR MODERM TASTES 


After a lapse of several months, California Packing Company has 

started promotion on Del Monte coffee again. This time newspapers 

in selected cities are being used. McCann-Erickson, Inc., San Fran- 
cisco, is in charge. 


CERESOTA STARTS AN ARGUMENT 
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Big Ben and his smaller brothers, products of West ern Clock Co., recently blossomed out in this smart 
new dress, designed by Henry Dreyfuss, New York industrial designer and creator of stage settings, 


DRESS UP LABELS WINS THE HAND-CARVED SPITTOON 


LUBRICATING 
PROCESS 


. 


you 
has been spaded. 


Ow 
we 


Corcaota 
J NATURAL stare, 


SHOULD FLOUR GE BLEACHED 


“UNBLEACHED” SAY COUNTLESS CERESOTA USERS, “‘AS NATURE INTENDED IT TO BE” 
AND THEY POINT TO THEIR AMAZINGLY DELICIOUS, EXTRA FINE LOAVES AS PROOF 


Flour comes to you in 
No bleaching to 


Today it is penatically the OntY wn Northern wh shcally blended 
bleached flocr thet yeu can buy! 


bey nade Spee Note: ¥¢ rly tell flow 
ambleached ? You’ a ruth + 
: Tien ‘inten cade be ot 


fed porcoame tll ead po See tamed 


loaves, Flakier pies and = “BLEACHED” which the lew insists ound 
be staged on the pres hays or bag. 


OTA'ra' FLOUR 


Northwestern Consolidated Milling Co., Minneapolis, is using large 
newspaper space to point out the advantages of unbleached flour. 


Benton & Bowles handle the campaign. 


Brinkerhoff, Inc., Chicago, de- 
signed this new label for Pyroil 
Co., LaCrosse, Wis. Pyroil comes 
in three grades, different color de- 
signs being used for each. 


H. J. Maugen, assistant to the president, Edison General Electri¢ 
+ ong Co., Chicago, wearing his best forced smile as he poses 
with the “Sponsor's Spittoon" awarded him in the Hughes Cup 
Tournament being staged among Hotpoint distributors when the 
northwest district he sponsored was lowest in percentage of quoté 

sold during a recent week. 


LEADS D. M. A. A. 


CIRCLE X, INC., BRINGS OUT NEW PRODUCTS 


Eliot L. Wight, United States En- 

velope Company, Springfield, 

Mass., who was deta president 

of Direct Mail Advertising Asso- 

ciation at its annual convention in 
New York. 


. See 


Four new products of Circle X, Inc., Joplin, Mo., newly formed 4 
ganization, are shown here. Products will be merchandised under 
"Sa-So" name. 
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